to figures released this week by 
Publishers’ Information Bureau, 
the 88 national magazines that it 
measures carried a gross total of 
$430,616,558 in advertising revenue 
during 1950, up 4% from "49's total 
of $412,500,990 and bettering 1948's 
record-breaking $429,992,616. 

PIB calculations are based on 
the one-time rate and do not take 
into account frequency discounts 
offered by many publications. 

The six farm magazines meas- 
ured carried $30,032,206 in adver- 
tising last year, an increase of 6% 
over °49’s total of $28,380,458. Com- 
bined total for national and farm 
magazines was $460,648,764, up 4% 
over the 1949 total of $440,881,448. 


@ Magazine sections distributed 
with Sunday newspapers measured 
by PIB (The American Weekly, 
Parade and This Week Magazine) 
carried a total of $43,529,188 in ad- 
vertising last year, 8% more than 
the '49 total of $40,231,382. 

Other magazine sections and 
comics measured (First 3 Markets 
Group, New York Herald Tribune 
edition of This Week, New York 
Sunday Mirror Magazine, New 
York Times Magazine and Puck— 
the Comic Weekly) carried $19,- 
921,693 in advertising in 1950, an 
increase of 4% over the previous 
year’s total of $19,188,430. 

The complete list of publications, 
with comparative revenue figures 
for 1949, will be found on Page 66. 


es For the fourth year in a row, 
Life topped all other magazines, 
with gross revenue of $80,365,507, 
up 5% from its 1949 total of $76,- 
346,727. 

The Saturday Evening Post once 
again was runner-up, with billings 
of $63,180,611, a 7% jump from the 
previous year’s total of $59,259,119. 
In third place again was Time, 
with an increase of less than 1%, 
from $23,777,935 in '49 to $23,793,- 
870 last year. 

Ladies’ Home Journal was in 
fourth place, with advertising rev- 
enue last year totaling $22,485,163, 
down 1% from the preceding year's 
total of $22,743,526. 

(Continued on Page 66) 
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| THE NATIONAL NEWSPAPER OF MARKETING ; 


Magazine Revenues Up 4% to Record Berkowitz Out, 
of $430,616,558 in 1950, PIB Reports BeyeaMovesIn T'VY Talent Cost Fight 


on ‘Weekly’ Job 


Colorful Selling, 
Strict Routine Marked 
‘Berk’s’ Long Regime 


Seal baby food cans 
i with handy 1 


KEN-KAPS 
. Wwilidsthat 


PROTECT FOOD 


New York, Jan. 16—Mortimer 
| Berkowitz, the towering, tireless 
salesman who for 24 years has 
been synonymous with The Amer- 
ican Weekly, was out of Hearst 
| last week. 

William Randolph Hearst Jr., 
| publisher of The American Week- 
| ly, said in a taut statement that 
| “Mr. Berkowitz is no longer with 
Hearst.” (Reached at Palm Beach, 
where he is vacationing, the 63- 
year-old pioneer in magazine sell- 
ing told AA only that “I don’t 
know anything about it,” and 
added his present plans consist of 
| playing in a winter golf tourna- 
| ment.) 

An official announcement said 
that “the executive committee of 
the board of directors of Hearst 
| Publishing Co. announced today 
| that Herbert W. Beyea has been 
appointed vice-president and gen- 
“a i eral manager of The American 
Fear Buying in Ad ~~ Weekiy and Puck—the Comic 
2 e ane Weekly to succeed Mortimer Berk- 
in Eight Dailies owitz, whose services terminated 

recently. William R. Hearst Jr., 


New York, Jan. 18—R. H. Macy | publisher of The American Week- 
& Co. is running a full-page ad in! jy explained that Mr. Beyea will 
New York newspapers today and | have the same duties and responsi- 
tomorrow in an effort to halt what) pilities formerly exercised by Mr. 
it views as a resurgence of “fear- | Berkowitz, and will continue as 


buying.” The ad appears today in| general manager of Hearst Adver- 
the Journal- American, Times,|tising Service.” 


Tribune and World-Telegram & (Continued on Page 4) 
Sun. Tomorrow it will be in the, 


NEW —K. E. Rosenlof of Portland, Ore., 
has applied for a patent for Ken-Kaps, 
pliable plastic replacement lids for open 
baby food cans, and will begin advertis- 
ing them in Portland about Feb. 1. Cello- 
phone bags containing two Kaps (25¢) 
will be displayed near baby food shelves 
in food stores. 


Macy Store Attacks 


Advertising Age j 


bli 


Inc. 


STARTS DRIVE—A wide list of media 
will be used by Westgate-Sun Harbor 
Co., San Diego, Cal., in on expanded 
campaign for its Breast-O’-Chicken tuna, 
starting with this full-color page in the 
Feb. 5 issue of Life. (Story on Page 23.) 


Gruen Watch Co. 
Plans Largest Ad 
Budget in Its History 


CINCINNATI, Jan. 16—Gruen 
Watch Co. has set up the largest 
advertising budget in its history— 
and the largest in the history of 
the watch industry, it contends— 


to promote its new styles in 1951. 
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Ellis Gets Support in 


Loewi of DuMont Recalls 
Own Prediction; Other 
TV Nets Delay Comment 


New York, Jan. 19—Maintain- 
| ing a diplomatic silence, television 
|networks this week declined—in 
| print, at least—to comment on 
| Kudner Agency’s charges that net- 
works have skyrocketed TV talent 
|}costs by “pouring out money to 

build something that will knock 
| the spots off the competition,” and 
then using the “scarcity of time as 
|a lever to sell” the high-price pack- 
ages to advertisers. 

One telecaster, Mortimer W. 
| Loewi, director of DuMont Televi- 

sion Network, did speak up, but 
not in defense of the industry. 
| “This business of trying to drive 
| the little fellow out of business 
is nothing new,” he said when 
asked to comment on the hard-hit- 
ting speech by J. H. S. Ellis, Kud- 
ner president, before the Detroit 
| Adcraft Club last week (AA, Jan. 
| 15). 

es Commander Loewi referred re- 
porters to an address he made at 
Ohio State University last year. 
At that time, he asserted, “Adver- 
tisers will Soon learn the ever-in- 
creasing program costs for estab- 
lished Broadway-Hollywood names 
| do not necessarily pay off in in- 


Major portion of the budget will| creasing sales. And I believe we, 


be devoted to television (including 
the ABC-TV “Blind Date” show 
with Arlene Francis), but radio, 
newspapers and magazine adver- 
tising also will be continued. Final 


(Continued on Page 68) 


Mirror, News, Post and Wall Street | 
Journal. 
“Since Christmas,” the ad says, 


Last Minute News Flashes 


“the people of New York have been NAB-TV Division Formed by 54 Stations 


7” 


buying about 25% more goods in 
all department stores than they did | 


Cuicaco, Jan. 19—An autonomous TV division of National Assn. of | . ; hal 
Broadcasters was established here today at an organizational meeting | the tactics Mr. Ellis criticized. One 


' “is not to deprive us of what we 


this time last year. Evidently some 
of you are buying what you don't 
need ...are buying out of fear of 
the future. This is making business 
too good...since no good can 
come of it. And the world’s largest 
store assures you it’s both unwise 
and unnecessary.” 


@ Macy’s advises New Yorkers to 
follow “a simple rule to protect 
yourself and your family and the 
national interest: Buy nothing out 
of fear; buy only what you need 
or can use; but don’t buy one extra 
thing because of ‘what might hap- 
pen.’ There are goods enough to 
satisfy our needs. But there can 
never be goods enough to satisfy 
our fears.” 

The ad declares that Macy’s feels 
strongly that there should be con-| 
trols placed on our economy— 
“Controls placed across the board 
...controls on prices, on farm 
products, on wages, on profits.” 

Macy’s points out that the pur- 
pose and effect of these controls 


need, but to insure all of us, in 
any emergency, that we'll get the 


2 things we need at prices we can! 


afford to pay.” i 


attended by officials of about 85 TV stations. Nine members of a 13- 
man board of directors for NAB-TV were elected by 54 stations that 
applied for TV memberships in NAB. The division will have its own 
general manager. Of the 13-man board, four members will represent 
networks; of the other nine, at least two will represent TV-only station 
owners. 


| the broadcasters, rather than they, 
| the advertisers, should initiate the 
steps that will eliminate the race 
for ratings. 
“Believing that there is a place 
in TV for the small advertisers, 
| we have tried to produce shows 
| that will do a job for them at a 
| price they can afford,” the DuMont 
| executive continued. 
| s DuMont knows first hand about 


of the first applications of the 
(Continued on Page 65) 


‘Milwaukee Journal’ 
Is Linage Leader 


Berech Goes From Piel to K&E; No Successor Named — yinwavxer, Jan. 18—The Mil- 

New York, Jan. 19—William Berech, advertising manager of Piel| waukee Journal topped the list of 
Bros., Brooklyn brewer, has joined Kenyon & Eckhardt as an associate | U. S. newspapers in total advertis- 
account executive. Geo. W. Davidson, general sales manager, and| ing volume during 1950, with 44,- 
Richard Pfeiffer, assistant advertising manager, will handle Piel ad-| 649,859 lines of ad copy, according 
vertising and sales promotion pending appointment of a new adver-| to Media Records Inc. 


tising manager. Ted Saucier & Associates has been named to handle 


In second place, with 43,179,051 


publicity and public relations. No change in advertising plans or| lines, was the Chicago Tribune. 
agency is planned, AA was told. Kenyon & Eckhardt has the Piel| The Tribune held first place in 


account. 


Telechron to Launch Biggest Four-Color Campaign 


1949, but the Journal registered a 
gain of 3,543,016 lines in 1950. As 
a result, Milwaukee Journal linage 


ASHLAND, Mass., Jan. 19—Telechron Inc. plans its biggest four-| in 1950 set an alltime record for 
color ad campaign this year, using 12 pages in Life, 12 pages in The| the Journal and probably for any 
Saturday Evening Post and five pages in Better Homes & Gardens. The’ other publication in any year. 


drive, which starts March 5, will introduce at least two new electric 


clocks—the Imp, a $4.95 alarm clock, and the Jubilee, a $4.95 kitchen | Journal 


clock. N. W. Ayer & Son, New York, is handling. 
DC&S Gets Borden’s Instant Coffee Account 


In setting its 1950 record, the 
exceeded its previous 
record totals in all classifications 
by substantial margins. The 44,- 
649,859 figure includes 26,780,291 


New York, Jan. 19—Borden Co. has switched its instant coffee ac- | lines of retail display ads; 5,561,464 
count from Kenyon & Eckhardt to Doherty, Clifford & Shenfield. No lines in general display; 1,668,396 
change in the present television, spot radio and magazine promotion | }ines in the automotive classifica- 
is contemplated. DC&S already handles the Pioneer ice cream brands) tion and 247,464 lines in financial 


division for Borden. 
(Additional News Flashes on Page 69) 


| 


display. In addition, the classified 
ad volume totaled 10,378,155 lines. 
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Western Admen 
Pledge All-Out 
Emergency Aid 


Ad Assn. of West Plans 
Full Cooperation with 
Government's Program 


PHOENIX, Jan. 16—The adver- 
tising industry of the 11 western 
tates, Canada and Hawaii pledged 
lf here Saturday to cooperate 

and unselfishly -with this na- 
n's leaders in the present emer- 

ney. 

At the same time, the profes- 
ional advertising men and women 
meeting in the annual mid-winter 
conference of the Advertising Assn 
of the West urged the federal gov- 
ernment to “take immediate steps 
for the formulation of a uniform 
national plan for coordinated civil- 


ian defense operations and home 
front mobilization.” 

As soon as this uniform plan is 
issued, the association's directors 
announced, the organization’s 43 
member adclubs (comprising 6,000 
working advertising men and wo- 
men) will devote “our every effort 
for influencing public awareness 
and education of the plan for na- 
tional security.” 


@ Keynote of the association's 
stand was sounded by its president, 
Harold J. Merilees, public rela- 
tions director, British Columbia 
Electric Co., Vancouver. 

“We must address ourselves to 
the serious problems of the day 
regardless of political strife,” Mr. 
Merilees declared. 

“We are at war today—whether 
it be hot, cold or lukewarm, it is 
still war. It is our duty to inter- 
pret the policy laid down by the 
government. We can do that with 
utmost confidence in the knowl- 
edge that in Washington we have 
a strong, forceful group of men 
who know their jobs.” 


Mr. Merilees flew here for the 
conference from Washington, D. 
C., where he had just attended a 
meeting between government offi- 
cials and national advertising lead- 
ers. 


@ In a second major step at the 
conference, the directors of AAW 
voted to endorse the anti-inflation 
campaign prepared by the Adver- 
tising Council. 

The resolution adopted pointed 
out that AAW’s membership would 
be urged to support the campaign 
to the limit of its ability. 

L. W. Lane, publisher of Sunset 
Magazine, who accompanied Mr. 
Merilees to the Washington meet- 
ing, warned the 108 delegates that 
“advertising must realize ‘business 
as usual’ is out now.” | 

He reminded the assembled ex- 
ecutives that advertising had! 
shown what a “splendid job it 
could do in public service during 
World War II and Washington is 
looking to us for an ever greater 
accomplishment in the present 
crisis.” 


How’s Business in 


BAKING? 


19th Annual Market Study 
of Baking Industry 


January 20, 1951. 


Why BAKERS’ HELPER Annual Survey Issue 


1. Because these reports will be studied by bakers 
and executives —the men who buy your equip- 


ment and supplies. 


2. Because your sales message 


buyers at the psychological time — when you are 


Here’ first-hand information — useful 
market data about bakers, from bakery owners and 
executives in all sizes and types of bakeries. Bakers 
study these reports with keen interest. It's BAKERS’ 
HELPER’s 19th annual service to the industry. This 
complete Baking Industry Market Study will be fea- 
tured in BAKERS’ HELPER Annual Survey Issue, 


is Important to Advertisers 


3. Because it is a report on your own customers 
—a basis on which you can formulate your sell- 


ing program tor 1951 


strikes bakery- 


tavoted with their close attention and interest. 


s=-= 


Largest 
Paid Circulation 
Serving the 
Baking Industry 


16,518 ABC 


— 


No increase in advertising rates! 
and copy of the Market Study, mail coupon below. 


Send me a copy of 19th Annual Baking Industry Market 
Study as soon as available 


For more facts 


Resewe copy of Market Study Yow 


BAKERS’ HELPER, The Baking Industry Magazine 
Room 1721 — 105 West Adams St., Chicago 3, Ill. 


No obligation, of course 


A FIRST FOR LOOK—Gardner Cowles, 


right, president of Cowles Magazines, 
chats with Thomas D’Arcy Brophy, board 
chairman of Kenyon & Eckhardt, at a par- 
ty in New York following the pr 
of Look’s first annual television awards. 
Winners received their awards during 
@ special telecast over the “Ford Thea- 
ter’ (CBS-TV). 


tati 


Advertising Age, January 22, 1951 


elers visiting Phoenix are wel- 
comed by their “consuls.” 


e@ AAW's second annual “Adver- 
tising Recognition Week” was set 
for March 25-31. All member clubs 
have announced their intention of 
participating in the event, and 
several state governors already 
have informed the association they 
will issue proclamations officially 
designating the week in their re- 
spective states. 

T. L. (Ted) Stromberger of the 
Los Angeles office of West-Mar- 
quis Inc., is chairman of arrange- 
ments for the event. 

Final arrangements for the an- 
nual convention at Denver, June 
17-23, were approved by AAW'’s 
board of directors. 


The San Francisco Advertising | Brady Agency Gets Two New 
Club was urged by the conference Accounts; Appoints Hill 


delegates to proceed with the work 
of its special committee which is 
preparing a “defense campaign.” 


@ One of the highlights of the 
conference was the report by the 
Phoenix Advertising Club on its 
international public relations proj- 
ect. 

The plan, which was to invite 


/each of the 60 member nations of 


the United Nations to appoint a 
“public relations consul” in the 
club, has already had 26 accept- 
ances, A. B. Schellenberg, project 
chairman, announced 

These “public relations consuls” 
are being supplied with special in- 
formation, literature and bulletins 
by the particular embassies which 
have appointed them. At each 
weekly meeting of the club, a “con- 
sul” makes a report on the coun- 
try he represents. Foreign offi- 
cials, celebrities or business trav- 


| 


Richard H. Brady Co., Stevens 
Point, Wis., has been named to 
handle the advertising of Central 
Paper Co., Menasha, Wis., manu¢ 
facturer of gummed paper tape. 
Business papers will be used. The 
agency also has been appointed by 
the printer’s equipment division of 
Hamilton Mfg. Co., Two Rivers, 
Wis. With this appointment the 
Brady agency now handles the ad- 
vertising for all Hamilton profes- 
sional equipment divisions. 

Jack Hill, formerly with Post- 
Crescent, Appleton, Wis., has 
joined Brady as a copywriter. He 
also will spend considerable time 
directing publicity activities for 
agency clients. 


Consolidated Adds Green 

William H. Green, formerly 
president of Addison Lithographic 
Corp., Rochester, N. Y., has joined 
Consolidated Lithographing Corp., 
New York, in a sales and consult- 
ant capacity. 


“This is our order clerk for the 
Growing Greensboro Market!" 


HOW TO GET MORE SALES at lower cost-per-sale in North 
Carolina (South’s leading state) : Concentrate on ithe Greens- 
boro 12-County ABC Trading Area, where 1/6 6? ‘the state’s 
population rings up ONE-FIFTH of the state’s retail and food 


sales! . 


. - Current retail sales volume, about $400-million, is 


running 301% above 1939, the biggest 10-year increase in 


North Carolina—and 10th in the Nation! . 


. . To efficiently 


cover the Growing Greensboro Market, make your No. 1 me- 
dium the GREENSBORO NEWS and RECORD: 


The only medium with 70% coverage in the Greensboro 12-County 
ABC Area, and selling influence in over half of North Carolina! 


Sales Management Figures 


r 


News and Record 


GREENSBORO, NORTH CAROLINA \_ y 


Represented Nationally by Jann & Kelley, Inc. 


Greensboro | 
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Renking of . Total Investment 
National Magazine by Advertisers 
Magazines (Jan.-Dec. 1950) 
1st LIFE $80,365,507 
ant Saturday Evening Post 63,180,611 
34 Time 23,793,870 
4th Ladies’ Home Journal 22,485,163 
5th Better Homes & Gardens | 19,631,228 
6th Look 17,765,110 
7th Collier’s 17,397,066 
8th Good Housekeeping 15,373,242 
gh Woman’s Home Companion | _ 11,775,230 
10* Newsweek 10,184,717 
The next ten national magazines rank as follows... 11th: McCall's, $9,940,858 — 12th: Business 
Aucertuan Momo, S4/07807 —-S6tha Vege, 95,906,008 — 190hs Fomlly Clocks, 94-00R:575— Some 
Parents’ Magazine, $4,337,339— 19th: Esquire, $4,262,692— 20th: House Beautiful, $4,239,777. 


FIRST IN MAGAZINE CIRCULATION 
FIRST IN READERS 
FIRST IN ADVERTISING REVENUE 
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EUGENE PARSONS 


MONTREAL, Jan 
Parsons, 57, advertising manager of 
the Chicago Tribune from 1909 to 
1927, and later associated with 
newspapers in Florida and the 
East, died here yesterday. 

After the 1921 depression, Mr. 
Parsons created the famous slogan 
used by the Tribune, “1922 will re- 
ward fighters.” 


Did Profitable Hobbies 
PAY FOR YOU? 


Sars, The answeris“Yes” IF 
you were among the 529 
mail order advertisers 
who ran keyed copy in 
January Profitable Hob- 
bies. It’s high time you 
discovered this profit 
"| producing mail order 
any magazine - 
Frank Linker | Magazine!100,000ABC! 
Fennsylvania | Write for sample copy 


PROFITABLE HOBBIES 
728 Hobbies Building, Kansas City 16, Mo. 
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18—Eugene W. 


Berkowitz Out, 


Beyea Moves In 
on Weekly’ Job 


(Continued from Page 1) 

This seemed clear enough. And 
it marked finis, in Hearst at least, 
to a remarkable selling career. 
Mortimer Berkowitz sold the Jour- 
nal as a boy in New York; by 1900 
he was a copy boy for the Associ- 
ated Press, and from 1905 to 1918 
he worked for various newspapers 
as a reporter, copyreader and ad- 
vertising salesman. In 1918 he was 
in Chicago as western advertising 
manager of Hearst eastern evening 
newspapers, and thereafter his rise 
was rapid in the Hearst empire. 


e After two years he was moved to 
New York as national advertising 
manager of the New York Ameri- 


Can: in 1921 he was business man- 
ager of the Boston American; in 
1922 he came back to New York 
as associate publisher of the Amer- 
ican; and spent the years 1923-26 
as business manager and treasurer 
of New England Newspaper Pub- 
lishing Co., publisher of the Bos- 
ton Advertiser. 

In 1927 he became vice-president 
and general manager of The 
American Weekly, and in 1934 was 
named president of American 
Weekly Inc., publisher of the mag- 
azine and Puck. 

His mark was deep set on all 
media selling; Berkowitz graduates 
were all through the space selling 
business. His adaptation of the 
presentation, and his insistence 
that salesmen tell the magazine's 
story one way, Berkowitz’ way, 
changed the whole pattern of me- 
dia selling. 


@ The crisp, rapid-fire speech of 
the salesman, flipping through an 
easel presentation as he spoke, 
came to be a hallmark of Berko- 


Herbert Beyeo 


M. Berkowitz 


witz’ selling. And his alumni, al- 
though many regarded him as a 
hard taskmaster and strict discipli- 
narian, were to spread the tech- 
nique throughout the business. 
Nor did his work stop with the 
research, presentation and plan- 
ning part of the operation. Almost 
every advertising manager knew 
Mr. Berkowitz—who had called on 
him. Probably no other salesman 
knew so many, or was known by 
so many, topflight agency and ad- 
vertiser executives. The reason 
was simple: travel and unremit- 
ting work. Mr. Berkowitz’ drive 


(83,655 


Announcement from 


? 

F Publicati i 

| aweett Publications, Ine. 

; 

Sharply increased demand for TRUE CONFESSIONS and MOTION PICTURE at the 

: nation’s newsstands demonstrates such vitality in these two magazines that, effective 
with the August 1951 issues, they will be offered to advertisers independently and on 

; their own merits. 


As the result of this progressive publishing decision, the Fawcett Women’s Group 
(consisting currently of TRUE CONFESSIONS, MOTION PICTURE and MOVIE 
STORY ) and the Fawcett Screen Unit (consisting of MOTION PICTURE and MOVIE 
STORY) will no longer be available to advertisers as “package” units effective with 
the August 1951 issues. And, at the same time, advertising will no longer be accepted 


by MOVIE STORY. 


The reasons for this important change are as follows: 


1. TRUE CONFESSIONS has been selling at an average of over 1,800,000 
copies per issue during the 4th quarter of 1950—300,000 in excess of 
guarantee. This big increase still further lengthens the lead of TRUE 
CONFESSIONS over all other Romance Magazines in newsstand sales. 


2. MOTION PICTURE has turned in a similar record. With 98% of its circu- 
lation newsstand, MOTION PICTURE has been delivering over 900,000— 
200,000 in excess of guarantee. 


3. As a result, the guarantee on TRUE CONFESSIONS will become 1,700,000 
per black and white page) and the guarantee on MOTION 
PICTURE will become 900.000 ($1,935 per black and white page) effective 
with August 1951 issues. 


4. At the same time, advertisers who use TRUE CONFESSIONS and MOTION 
PICTURE simultaneously will be billed at 35,200 per black and white page 
for both magazines .. . which results in the same rate, guarantee and cost 
per page per thousand as currently charged by the Fawcett Women’s Group. 


We make this decision with the conviction that it will be weleomed by both advertisers 
and agencies who demand newsstand vitality as proof that the magazines in which 
they are advertising are eagerly bought and read by the public they are seeking to sell. 


Fawcett Publications, Inc. 


Advertising Age, January 22, 1951 


and concentration on selling 
marked him in the field. By dint 
of sleeper jumps and hard selling, 
he drove The American Weekly to 
constant highs in linage, and he 
had no patience with salesmen 
who wanted to put in shorter 
hours. 


s Until a few years ago, each AW 
salesman was expected to appear 
in the office on Saturday, because 
“Berk” thought it was a good idea. 
And his ideas paid off, not only 
for the publications but for him as 
well; for many years his earnings, 
well into six figures, made him 
one of the country’s highest paid 
publishing executives 

His rigid and demanding person- 
ality was coupled with a deter- 
mined independence. He brooked 
little supervision or suggestion in 
his operations, and he was capable 
of fierce intractability when an ad- 
vertiser tried to alter a Berkowitz 
decision. It was just such an argu- 
ment, over what should be done 
about the Weekly’s distribution in 
Seattle during a newspaper strike, 
that is said to have led to Procter 
& Gamble’s march away from AW 
to its competition, a_ situation 
which was many years in mending. 

On the other hand, he broke 
ground with many advertisers and 
all newspaper-delivered magazines 
benefited. It was one of Mr. Berk- 
owitz’ leading competitors who 
called him “the most determined 
and versatile salesman I've ever 
seen.” 


e Mr. Beyea, 56, was born in Mid- 
dletown, N. Y. He attended public 
schools there, and later entered 
the newspaper representation 
field, joining Cone, Lorenzen & 
Woodman. In 1917 he enlisted in 
the Navy. 

In 1919, he became the first 
staff member of the Rodney E. 
Boone Organization, which rep- 
resented Hearst newspapers. He 
played a major part in the develop- 
ment of the Boone group, and in 
1943, when Boone was the largest 
organization in its field, he was 
appointed manager. 

Mr. Beyea became general man- 
ager when Mr. Boone died and 
retained that post when the organ- 
ization became known as Hearst 
International and then Hearst Ad- 
vertising Service. In addition to 
his new duties, he will continue 
as general manager of HAS. 


BENJAMIN L. SMITH 

Toronto, Jan. 18—Benjamin L. 
Smith, 62, president of B. L. Smith 
Publishing Co. here, died suddenly 
Jan. 13 of a heart attack. 

Founder of Canadian Dairy & 
Ice Cream Journal, Mr. Smith at 
one time was advertising director 
of Hugh C. McLean Publications 
Ltd. He established his own com- 
pany 25 years ago and started pub- 
lishing several business papers. 

He was past president of Busi- 
ness Newspapers’ Assn. of Canada 
and secretary of Canadian Dairy 
Industry Suppliers’ Assn. since its 
formation several years ago. 


TOM L. WHEELER SR. 
Co.tumsus, O., Jan. 19—Tom L. 
Wheeler Sr., 71, editor of Farmer's 
Guide in Huntington, Ind., for 36 
years, died here today. Survivors 
include a son, Tom Jr., with 


| Wheeler, Kight & Gainey, Colum- 


bus agency. 


SIDNEY A. MELLEN 

BINGHAMTON, N. Y., Jan. 16— 
Sidney A. Mellen, for more than 
20 years advertising manager of 
McLean’s Department Store, died 
Jan. 14. 


JOHN J. DAVIS 


New York, Jan. 19—John J. 


Davis, 65, who recently retired as 
assistant director of sales of Mer- 
genthaler Linotype Co., died Jan. 
17. 
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The Largest Volume Ever Carried 
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clusion of our 25th Anniversary 


year. Reach and sell the Decision 


Men (in the car factories and 


dealerships) with AUTOMOTIVE NEWS — 


the weekly newspaper that's on 


the move .. . Let AUTOMOTIVE NEWS 


move goods for you in 1951. 


NUMBER OF | 
ADVERTISERS 


What publication do car and truck 
dealers prefer? Ask your AUTOMOTIVE 
NEWS representative to show you the latest 


readership survey. Results prove overwhelming 


preference for AUTOMOTIVE NEWS. 
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ADVERTISING 


LINAGE 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


i PENOBSCOT BUILDING ° DETROIT 26, MICHIGAN 
+ 
t ADVERTISING OFFICES: 
NEW YORK CHICAGO DETROIT LOS ANGELES 
Edward Kruspak J. Goldstein Dick Webber R. H. Deibler 
Si! E. 42nd St 360 N. Michigan Penobscot Bidg. 2506 W. 8th St. 


Murray Hill 7-687! State 2-6273 WO. 3.0495 Dunkirk 3-0303 


CALLERS—Col. W. F. Rockwell (left), chairman of Rockwell Mfg. Co., and Al Paxton 
(right), vice-president and western manager of McGraw-Hill, have a visit with W. 
A. Marsteller in the offices of his new marketing consulting company in Chicago. 
Mr. Marsteller was formerly vice-president of Rockwell Mfg. and Edward Valves Inc. 


= Corp.; Fairfax M. Cone, Foote, Cone & 
| Five Members Added Belding; Philip J. Everest, National Assn 
of Transportation Advertising; K. H. 


to Commerce's Ad Fulton, Outdoor Advertising Inc.; Philip 


L. Graham, Washington Post; Robert S. 


. . Peare, General Electric 
Advisory Committee “sis C's “Laroene. cs. LaRoche & 
e Co.; Howard Morgens, Procter & Gamble 
WASHINGTON, Jan. 17—In ap- Co.; Stuart Peabody, Borden Co.; James 
pointing five new members to the : bay oboe eo ee ay Dr 
it ane itn « saetio. rank Stanton, S; Pau est, Assn. 
Commerce De partme nt’s advertis of National Advertisers, and A. E. Winger, 
ing advisory committee, Secretary Crowell-Collier Publishing Co 
Charles Sawyer said today that the 
committee has made “notable con- Hegdline Club Elects 
tributions during its first year of Leo H. Fischer, Chicago Herald- 
operation. _. American, has been elected presi- 
The five new members, bringing dent of the Chicago Headline Club. 
the total membership of the com- Other officers are: Walter G. Curt- 
mittee to 21, are Harold F. is, Ford Motor Co., Ist vice-presi- 
Barnes, Bureau of Advertising; L. dent; Jack Ryan, National Broad- 
|N. Brockaway, Young & Rubicam; ¢@Sting Co., 2nd vice-president; 
Carlt Sealy. Hiram Walker & Ford Worthing, Young & Rubicam, 
ICo.: i K b: se = Ite secretary, and John Canning, 
0.; Edgar Kobak, radio consultant, Standard Oil Co. (Indiana), treas- 
and J. Harold Ryan, Fort Indus- yrer. 
| try Co. 
Secretary Sawyer said the com- WEEI Appoints Struthers 
mittee is nearing the completion Harvey Struthers, formerly an 
of an extensive survey of the Com- account executive of CBS Radio 
merce Department's services, facil- Sales—TV, New York, has been 
ities and publications as they re- named assistant general manager 
| late to the advertising industry. of WEEI, CBS-owned station in 
| 


= at = ae a _ Boston, effective Jan. 29. He suc- 
~s =—S — halt hen ge ceeds Wilbur S. Edwards, who has 
eae SS — been named director of KNX and 


Fred Gamble, president of the the Columbia Pacific Network 

American Assn. of Advertising operations. 

Agencies, has already enabled the 

department to improve its efforts Dematthew Joins ‘Rotarian’ 

| in the business service field. Joseph M. Dematthew has been 

; named to the sales staff of the 

s In addition to Mr. Gamble and Rotarian, making his headquarters 

the five new members, the com- in the new New York office at 

mittee includes: 280 Madison Ave. Mr. Dematthew 
Nelson Bond, McGraw-Hill Publishing Was formerly with Jenkins Publi- 

Co.; Elon Borton, Advertising Federation cations and before that with Na- 

of America; Howard Chase, General Foods tion’s Business. 


Engraving and Electrotyping 


under one roof means 


faster — better 


| service for you. Globe Engraving 
and Electrotype Company 
Black and White—4 Color Process 


HA 7-5305 711 SO. DEARBORN STREET - CHICAGO 5 
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artist coo cnam 
advertiser cwicase tesunt 


Grtist muwnot muaverz 
advertiser sume stuoves 


Under ove roof... 


A GALAXY OF 


Sn Ariat 


The largest group of top-talent advertising and editorial 
artists anywhere is on the staff of KLING STUDIOS. 

No matter what kind of art you need, lettering and 
design, layout, figure mechanical or still life, you can call 
KLING and get the finest artist available. 


Moreover, should you need several different types of 
art for one job, you can turn the entire problem over to 

KLING and be confident of getting the job done on time and 
right, from the original art to final assembly. 


eo 


Give your advertising the advantage of this superior 
art and service now. Today, call KLING! 


artist wtmo sion: 


artist vuciu 


Publication ato soon wavazine 


advertiser wimmtsova VALLES CANNING CO 


+ el at 8 ne pe aga anlltne tegen atte i 


ADVERTISING AND EDITORIAL ART. The largest PHOTOGRAPHY. Animated, still life, mechanical, DISPLAYS. Kling display designers are not only 
staff of nationally-known artists anywhere is at and food, in color or black and white by experts. artists but soundly grounded merchandising men 
Kling Studios. Every type of work from line Room settings, a completely equipped kitchen, as well .. . can handle the complete job from idea 
drawings to full color oil paintings is available. and stylists are a few of the other services. conception to distribution of the finished display, 


RTE Ty ne ne iter hb a 


. 


SHC ETH EEE HEHEHE EEHEEEEHE ESHEETS 


MOTION PICTURES. Documentary and sales train- TELEVISION. Nowhere else in the Mid-West are SLIDE FILMS. Sales training and promotion filme 


ing films by experienced personnel working with the television facilities that Kling’s have. Pack- expertly produced and planned by a staff who 
the finest physical equipment available including age shows or commercials originated for you or have had years of experience inthis field. Esti- 
mobile units for shooting on location. developed from your ideas in all techniques. mates furnished in either color or black & white. 


KELENIG studios 


CHICAGO: 601 N. FAIRBANKS COURT ¢ DE 7-0400 
NEW YORK: 51 EAST SIST STREET ¢ EL 5-7336 
A MODERN BUILDING LOADED WITH TALENT FOR SERVING AMERICA'S ADVERTISERS DETROIT: 1928 GUARDIAN BUILDING e wo 11-2500 
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Chicago Furniture Market Buying Heavy: 
Retailers Fear Price Hikes, Shortages 


Cuicaco, Jan 
duction curtailments and price in- 
creases in the furniture industry 
were the primary factors in mak- 
ing the 1951 winter furniture mar- 
ket one of the most active in his- 
tory 

As the market drew to a close 
this week, an increasing number of 
furniture manufacturers reluctant- 
ly declined orders from dealers 

While attendance did not equal 


18—Fears of pro-| 


the record turnout of the 1950 win- 
ter market, buying in many lines 
was as much as double last year’s 
volume. 

In general, products containing 
metal were most in demand. 
Chrome furniture, innerspring 
mattresses, bed springs and lamps 
were among the most active items. 


s Almost without exception, ex- 
hibitors at the Furniture Mart and 


Amiurica'’s 


FOREMOST 


TOY TRADE 


Magatine 


Only ABC Tey Paper 
Oldest in Field 
Leads in Lineage 
Write fer New Market 

Doto F 


Merchandise 


Multi-Market Telepulse 
Six-Month Comparisons 


duly. Jan. 

Dec. dune 

1950 1950 
1 Texaco Star Theater 

errr Te. 46.9 54.9 (1) 
2 Show of Shows (Several 

sponsors, NBC) ...... 31.2 29.3 (9) 
3 Toast of the Town (Lincoln- 

Mercury, CBS) ........ w.4 40.1 (3) 
4 Philco Playhouse (NBC) . 28.5 25.5 (13) 
5 Talent Scouts (Lipton, 

SD dcasankedcarannes 7.9 411 (2) 


Average Ratings 


duly- dan- 
Dec. June 
1950 1950 
6 Comedy Hour (Colgate, 
caktane sacmeaaeie - 8.7 Not on 
7 Studio One (Westinghouse, 
seamaaenbageenres 5.5 28.3 (11) 
8 Fireside Theater (P&G, 
arr ce 30.6 (7) 
9 Jack Carter Show (Several 
Sponsors, NBC) ........ 28.7 (10) 
10 Godfrey & His Friends 
(Multi-sponsors, CBS) ... 24.6 39.7 (4) 


Note: One show, not in top ten, increased its rating during this period. U. S. Tobacco’s ‘Martin 
Kane” (NBC) jumped from 18.7 in the first half of 1950 to 19.3 in the second. 


(1) indicates Jan.-June, 1950, rank. 


Mart could have 
booked more orders than they ac- 
tually did. Most of them declined 
orders from new accounts, and 
many closed the order books after 
the first week of the market. 
Normally, buyers at the winter 
market seek to take care of their 
requirements 90 days ahead. How- 
ever, this year a large number 
sought to place orders far into 
the second quarter of the year. 


In general, buying was sound 
but, as one exhibitor put it, “Some 
buyers behaved like speculators 
rather than as merchants.” 


To Lockwood-Shackelford 


H. I. Thompson, Los Angeles, 
manufacturer of high temperature 
insulation for aircrafts, has ap- 
pointed Lockwood-Shackelford Co., 
Los Angeles, to handle its adver- 
tising. 


if any of our 


representatives tell you 


that the great and growing 


Detroit market 


can be covered 


REPRESENTED 


one of which, 
The Detroit Times, 
covers HALF the families. 


You're missing something 


by The Detroit Times ALONE 
please send him back 

for new instructions. 

No single paper can do the 
job single handed. 


Detroit needs two papers — 


if you miss The Detroit Times 


NATIONALLY BY HEARST ADVERTISING SERVICE 


Advertising Age, January 22, 1951 


65 Groups Mark 
Printing Week 
in New York 


Materials Sufficient 
for Normal Needs, Is 
Consensus of Speakers 


New York, Jan. 18—Commem- 
oration of Printing Week here by 
65 groups included the 11th annual 
exhibition of printing, sponsored 
by the New York Employing 
Printers Assn.; workshop studies 
that traced the evolution of dis- 
tinguished printing jobs; panel ses- 
sions on what’s ahead for printing 
production; a forum on the dynam- 
ics of printing; the annual Printing 
Week dinner, which was attended 
by virtually everybody of impor- 
tance in the local advertising and 
graphic arts fields; and ceremonies 
at the statue of Benjamin Franklin 
to celebrate the 245th anniversary 
of his birth. 

The consensus at the panel and 
forum sessions was that, in gener- 
al, the industry will have enough 
paper, exclusive of newsprint, to 
fill normal needs, that ink and 
metal shortages are not expected to 
become acute this year, and that 
1951 is expected to be profitable 
for advertisers and printers. 


@ Outstanding among current 
problems confronting printers is 
the difficulty of getting customers, 
including large advertising agen- 
cies, to realize that while practical 
printing needs can be filled, it is 
not always possible to get exact 
grades and styles of paper. 

At the dinner meeting, George 
Welp, advertising manager of In- 
ternational Printing Ink division 
of Interchemical Corp., declared 
that as printing more than met the 
challenge of the movies, it will 
continue to meet the challenges of 
radio and television successfully. 

Government demands on the 
private printing industry for forms, 
records, documents, manuals, 
booklets and other printed material 
needed by the military procure- 
ment and controls agencies and the 
civilian defense organization will 
exceed those of World War II. 
James Brackett, managing director 
of the Printing Industry of Amer- 
ica, predicted. 


@ Printing requirements of the 
government have exceeded the ca- 
pacity of the Government Printing 
Office for some time, Mr. Brackett 
said, and private industry will 
have to help fill the needs by in- 
creasing its volume. 

The National Production Author- 
ity, he said, is keenly aware of the 
importance of printing and is doing 
everything possible to maintain 
the industry so it can meet the 
needs of both government and pri- 
vate industry. 

Mr. Brackett urged greater con- 
servation of materials including 
paper, ink, metals and chemicals. 


Two Name Weiss & Geller 


Richard, S. A., Morges, Switzer- 
land and United States, manufac- 
turer of watches and shavers, and 
Morris Hessel Inc., New York, 
manufacturer and distributor of 
furs, have appointed Weiss & Gel- 
ler, New York, as their agency. 
Both accounts will use magazines, 
newspapers and direct mail. Plans 
for television are being consid- 
ered for both accounts. 


Marketers Elect Faber 

| F. H. Faber of Faber Adver- 
tising, Minneapolis, has been elect- 
ed secretary-treasurer of the Min- 
/nesota Industrial Marketers. He 


succeeds John Sutherland, Minne- 
sota Mining & Mfg. Co., who has 
been transferred to Detroit. 
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1950 was a great 


year for magazines ! 


Last year was more than a great year for 
magazines. lt was a peak year. More 
people read them than ever before. And 
advertisers invested more money in them 
than in any previous year. They main- 
tained their first-place position among all 
media for national advertising. 

As you would expect, The Saturday 
Evening Post played a large part in setting 
these new records. During the year its 
circulation reached an all-time high. And 
it did more than just publish a larger 
volume of advertising than any of its 
competitors. It gained more in advertising 
linage than any other magazine. 

The Post's success as an advertising 


THE SATURDAY YNENING 


SY 
a 


" 


medium is partially explained by the 
people who read the magazine. It reaches 
millions of high-income families. 

In Post households it is read by 95 per 
cent of the husbands, 92 per cent of the 
wives, and 88 per cent of the children ten 
years of age or older. It gives complete 
family coverage. 

Of equal importance is the way that 
these people read the Post. They spend 
more time with it than with other leading 
weeklies. They pick it up more times and 
consider it more reliable. They pay more 
attention to its advertising, and have 
greater confidence in it. 

The Post gets to the heart of America. 
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-gets to the he 


--e AND THE POST 
GAINED THE MOST 


e The Post gained more 
in advertising linage 
than any other magazine. 


e The Post carried more 
lines of advertising 
than any other magazine. 
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Aull Joins Gresh & Kramer 

James A. Aull, formerly chief 
copywriter of Geare-Marston, has 
joined Gresh & Kramer, Philadel- 
phia, as a partner 


Promotes James Weakley 


James Weakley, with Popular 
Science Monthly since 1948, has 
been appointed Detroit manager 
for the publication 


AFRICA! 


—the world’s biggest potential 
market. Just published, of im- 
mense value to industrialists, exec- 
utives, advertising agents and ex- 
porters THE AFRICAN PRESS 
AND ADVERTISING ANNU- 
AL, 1950 issue. 

372 pages well illustrated, of 
up-to-date facts, concerning 
African territories from the Union 
of South Africa to Egypt. Price 
$3.50 post free from the Publish- 
ers, 604 Boston House, Cape Town, 
South Africa. 


Oregon Liquor Commission to Permit Use 
of Color in Halt-Page Liquor Ads 


PORTLAND, ORE., Jan. 


16—The ; 


pers or periodicals published less 


Oregon Liquor Control Commis-| frequently than once a month. 


sion has accepted a proposal (AA, 
Jan. 1) which will allow the use 
of color in liquor advertising in 
newspapers up to one-half page in 
size, or 1,204 lines. Color in ads 
larger than half-pages is still 
banned. The commission also ap- 
proved use of full-page b&w copy. 
The commission said newspapers 
would be asked to limit the use of 
color in liquor ads to not more 
than the amount of color advertis- 
ing for all other products in a given 
week. Copy of any size, however, 
must continue to meet the require- 
ments contained in regulation 7 of 
the Liquor Control Laws and Reg- 
ulations of the State of Oregon. 
es Regulation 7 states that no liq- 
uor advertising shall appear in 
newspapers or magazines carrying 


a Sunday dateline, or in newspa- | 


All advertising copy except ra- 
dio programs eriginating outside 
the state must be submitted to the 
commission in duplicate and ap- 
proved in writing before use. No 
advertising shall be published 
which the commission considers to 
be objectionable or contrary to the 
public interest. 


Dural Wins Against C-P-P 
On the Use of Duratex 

Duratex is a latex cement, it has 
been stipulated in the federal court 
in Milwaukee. Dural Co., Mil- 
waukee, manufacturer of the ad- 
hesive cement, had sought an in- 
junction against Colgate-Palmol- 
ive-Peet Co. to stop it from using 


the name Duratex for an ingredi-| 


ent in its deodorant, Veto. Dural, 
which claims it has called its ce- 
ment Duratex for 10 years, cited 
advertisements for Veto in 1946, 


which stated that it was “different ’ 
from any deodorant used before 
because it contains Duratex, 
exclusive new safety anne 
In its counter suit, Colgate said 
Dural did not have an exclusive 
right to the name as 17 other com- 
panies have used it. The suit was 
dismissed before trial. Counsel for 


Dural said Colgate had agreed not) 


to call its deodorant 


Duratex. 


ingredient 


Inland Broadcasting Ups Fry 

Paul R. Fry, vice-president and 
general manager of Inland Broad- 
| casting Co., Omaha, has been 
elected president. John K. Mor- 
rison is chairman of the board. 
Arthur Baldwin is vice-president 
and Emory H. Dahlgard, secretary- 
| treasurer. 


Faberge Opens New House 

Faberge Perfumes Inc. has 
opened its new Town House at 5 
W. 54th St., New York. The five- 
story brownstone houses the show- 
rooms, sales and promotion depart- 
ments. The luxurious residential 
character of the original building 
has been retained throughout. 
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ADVERTISING 
RESULTS! 


And speaking of results... the February, 1951 issue 


4 of CORONET carries more advertising than any other 
single issue in CORONET history... 


*INVITATION to any national advertiser of a worthy 
product. Buy a four-color page in CORONET. 
If it doesn’t produce more inquiries (or direct 
sales) per dollar of cost than the same ad in Life. 
Look, Saturday Evening Post, or Collier's, then 
CORONET will refund the full cost of the page! 


Advertising Age, January 22, 1951 


: Bigelow-Sanford 
Plans Intensive 
‘Ad Push for ‘51 


Cuicaco, Jan. 16—Bigelow-San- 
ford Carpet Co. this month is 
launching an intensive advertising 
and sales promotion program, in- 
cluding magazines, television and 
a four-point dealer aid plan. 

The company’s general line of 
carpeting will be featured in full- 
page, four-color ads in American 
| Home, Bride’s Magazine, Bride’s 
| Reference Book, Country Gentile- 
man, Living for Young Homemak- 
ers, McCall’s and The Saturday 
Evening Post. 

Though the drive will begin this 
month, the intensive portion of the 
campaign will get under way about 
March—when consumer buying 
normally picks up—and will con- 
tinue through June. (The com- 
pany’s advertising program is set 
| up on a six-month basis.) 


@ In addition to the magazines al- 
ready mentioned, Bigelow-San- 
| ford’s luxury line will be featured 
in full-color pages in House Beau- 
tiful, House & Garden, The New 
Yorker and Town & Country, dur- 
ing the same period. 

The company also will continue 
| its weekly half-hour video show, 
“Bigelow Theater,” on a 39-week- 
a-year basis. The program, filmed 
in Hollywood especially for tele- 
vision, currently is telecast over 
| 33 stations. 

While Bigelow-Sanford places a 
great deal of emphasis on adver- 
tising to create interest and sell 
the brand name, it also feels that 
| a rounded promotional program is 
essential to help dealers make the 
sale and keep customers satisfied, 
according to Bruce K. MacLaury, 
director of advertising and sales 
promotion. 


| @ In order to accomplish these ob- 
jectives, Mr. MacLaury told AA, 
promotional aids have been de- 
| signed for four specific purposes: 
1. To tell the consumer where 
Bigelow-Sanford products are 
available. Envelope stuffers, news- 
paper mats, the “Operator 25” 
| service and a home service lecture 
staff are typical of the services 
designed to reach this goal. 
| 2. To help dealers pull people 
off the street and into the store. 


Dealer identification signs, win- 
dow display material and a de- 
partment planning service are 


| used for this purpose. 

e 3. To help the dealers make the 
sale in the store. Decorating ad- 
vice and suggestions and color 
plates reproducing the fabrics in 
| the line (instead of swatches) are 
| supplied by the company as selling 
| aids. In addition, the company last 
| year put almost 500 retail sales- 
|men through an intensive two- 
week sales training school (in 
| which the salesmen paid tuition 
fees). 

4. Maintaining customer satis- 
| faction. To help keep customers 
happy and bring them back, the 
company offers elaborate portfo- 
lios stressing the proper use of 
| carpeting. In addition, retail em- 
|; ployes are offered a course in 
proper carpet installation methods 
and may also attend the company’s 
carpet cleaning school. “Students” 
at all of the schools pay their own 
tuition and hotel expenses. 


Buys ‘Modern Card Shop’ 


Modern Card Shop, published in 
Minneapolis, has been bought by 
and will be merged with Modern 
Stationer, New Yerk. The latter 
plans no change in its editorial 
policy. Subscribers of Modern Card 
Shop will receive Modern Station- 
er during the remainder of their 
subscription period. 
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This is the largest volume of advertising ever published 
by any Philadelphia newspaper in any year and repre- 


. sents a gain of more than 1,500,000 lines over 1949, 


SOURCE: Media Records 
Both the INQUIRER and the second paper publish 7 days. 
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| / Now in its 1th 
“Consecutive Year of Total Circulation: Daily — 678.06 1 — Sunday — 1.126.901 


Advertising Leadership“ " ’ } . 
comers Che Philadelphia Prguiver 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0578 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago I! 
(DE 7-1336), Ii E. 47th St., New York (MU 8-0073), National Press Bidg., Washington 
4, D. C. (Re 7659). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, O. L. 
BRUNS, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr. 
Washington Editor, Stanley E. Cohen 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lowrence Bernard. Chicago: 
Murray &. Crain, Emily C. Holl, Jeanne 
Stoff, Bruce M. Bradway, Jorlath J. 
Graham, C. P. Richman 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Advertising Production Manager, George 
F. Schmidt 


New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole. m 

Chicago: O. L. Bruns, Western Advertis- 
ing Mgr. J. F. Johnson, E. S. Mansfield, 
Arthur E. Mertz. 


Editorial Production, F. J. Fanning, Lois 
Altemeier 


Librarian, Elizobeth G. Carlson 
Correspondents in All Principal Cities 


Los Angeles (14): Simpson-Reilly Ltd., 
1709 W. Eighth St.. Walter S. Reilly, 
Pacific Coast Monager. 

San Francisco (3); Simpson-Reilly Ltd., 
703 Market St.. Wm. Blair Smith, Mgr. 


1S cents o copy, $3 o year, $5 two years, $6 three years in U. S., Canada and Pan 
Americo. Foreign $4 ¢ year extra. Four weeks’ notice required for change of address. 
Frank W. Miles, circulation director. 


That Horrible Passion for Bigness 

J. H.S. Ellis, president of Kudner Agency, teed off against televi- 
sion networks and their activities in boosting the price of talent in 
a fiery speech at the Adcraft Club of Detroit a week ago Friday, and 
one gathers that Mr. Ellis is really disturbed about the situation, 

does not intend to let the subject die. A similar attack, by 
Harry Trenner of W. H. Weintraub & Co., is reported elsewhere in 

issue. 

uite obviously, they have a point well worth discussing. The 
typical American passion for bigness, whether it be in numbers or 
inddollars, has sorely afflicted the advertising world, which itself has 
alWays had a special passion for bigness. 

he result frequently adds up almost to sheer nonsense, to the 

t where bigness becomes a virtue in itself, whether or not it is 
—— by greatness. Thus, an artist who charges $5,000 for 
am oil must, willy-nilly, be a better artist than one who is willing to 
actept $2,500; a copywriter who collects $40,000 a year for his ef- 
me is, ergo, twice as much to be desired for a particular job as one 
who gets a mere $20,000; and an entertainer who demands $20,000 a 
=. for his work in front of a microphone or a TV camera must, 
quite clearly, be ten times as good an entertainer as the dumb cluck 
wi is willing to perform for one-tenth as much. 

oreover, in the upper bracket levels, the money itself tends to 

ome relatively unimportant; only its symbol value, as a tag of 
importance, has meaning. Thus, entertainer A must have an increase 
im his fee because he has just heard that entertainer B gets more, 
and the blow to his professional pride is more than he can stand. 

So, in a constantly faster movement of the merry-go-round, ad- 
vertisers find themselves paying more and more for the same thing, 
and thereby contributing to the wastes of advertising and the already 
high cost of distribution. 

Mr. Ellis’ blast, we hope, will be helpful in furthering a re-exami- 
nation and a re-appraisal of this silly situation. From that standpoint 
alone it is worth while. But Mr. Ellis, we fear, states the case too 
simply. 

It is all very well to warn the networks, and to remind them that 
advertisers’ pocketbooks can stretch only so far. But it is even more 
important for advertisers and their agencies to develop somewhat 
stiffer backbones which enable them to resist such practices not only 
in public addresses, but in the privacy of contract-signing sessions, 
where their influence is far more effectively felt. 


A 24-Hour-a-Day Civilization 

Despite a great deal of resistance from workers, it is becoming 
increasingly clear that the American economy is moving toward a 
24-hour-a-day operation, seven days a week. 

With practically everybody working, and second and third shifts 
again becoming the order of the day, round-the-clock activities of 
the population as a whole are bound to become the rule, rather than 
the exception. 

From the marketing standpoint this is more significant than most 
of us have been willing to admit. “Normal” shopping and buying 
hours must inevitably be extended; “normal” recreation hours, read- 
ing and listening hours, will also be extended, as they have in the 
past. 

The old concept which most of us accept, of everyone working 
during the daytime hours, sleeping during the nighttime hours, and 
performing the minute-by-minute business of living in a reasonably 
uniform fashion time-wise, is rapidly becoming obsolete. 

“They work while you sleep” was once a famous slogan for a 
once-famous cathartic. Now, in more and more lines of business— 
not excluding retailing and service businesses—it is a truism apply- 
ing to a larger and larger share of the American population. 


Blectrical pA — 


“You'll like this place—it's sort of old-fashioned.” 


What They're Saying 


We Are Not Yet at War 

In the light of the present in- 
ternational situation it is my opin- 
ion that the most important con- 
sideration today—as it concerns 
advertising and selling—is the fact 
that we are not yet at war. 

Let’s not get into the habit of 
sitting around waiting for the 
patient to die. We know from ex- 
perience that during the period of 
the last war practically every post- 
war plan became obsolete the day 
after the peace was declared. To- 
day, no one can foresee the imme- 
diate future. The average business 
man is no different from our lead- 
ers in Washington. It is a day in 
and day out, week in and week} 
out operation. 

Decisions have to be based on 
existing conditions. Undoubtedly 
changes will have to be made, 
and some flexibility in our plan- 
ning will have to exist. But let’s 
not confuse flexibility with in- 
activity. Advertising costs are | 
higher, but advertising is produc- | 
ing greater results today, even with 
increased costs, than ever before. 


—Ben Duffy, president, Batten, Bar- 
ton, Durstine & Osborn, to the Sales 
Executives Club, Rochester, N. Y., 
Jan. 8 


It's a Matter of Taste 

Some people like cocker spaniels, 
but I’m a dachshund man myself. 
They're gentle and smart and clean 
and very independent, and have a 
| sly sense of humor. 

Some people don’t like spinach. 
It’s my favorite vegetable. 

Some people like Arthur God- 
| frey and Faye Emerson. Look mag- 
| azine likes them well enough to say 
they are the most appealing per- 
sonalities on television. 

To some, that is just like saying 
broccoli and squash are the most 


appealing vegetables. 

Godfrey and Miss Emerson ob- 
viously have succeeded in enter- 
taining the editors of Look. But'! 
they don’t entertain many others, | 
including myself. | 

This business of arbitrarily nam- | 
ing the best this and the most dra- | 
matic that is a questionable prac- 
tice. 

There really is only one legiti- | 


_mate list of ten best, and it comes | 


out every month. 

It is the audience rating report- 
ing by Nielsen and Videodex and 
Hooper. Television is a business, 
and the program which attracts the 
largest audience is the most suc- 
cessful... 

Let's get back to Look. They call 
Ed Sullivan the best emcee and 
say Berle’s show is the best variety 
program. 


I think it should be the other 


way ‘round. 

Look ignores Burr Tillstrom, 
who is the one man in television to- 
day to whom the word “genius” has 
been applied by competent ob- 
servers. 

We'll go along with Look in call- 
ing Garroway the most original, 
Charley Andrews the best writer, 
Studio One the best drama, James 
McNaughton the best set designer 
and Max Liebman the best pro- 
ducer. 

But those are only the opinions 
of one magazine's editors and one 
TV columnist, nothing more. 


—Jack Mabley, in the Chicago Daily 
News. 


Target: Advertising 

In cutting expenses don’t whittle 
away at essential operations. Ad- 
vertising, for example, is a javor- 
ite target for an enthusiastic cost- 
cutter and, if it’s eliminated, you 
may have the most economically 
operated empty store in town. 


—Joseph B. Elliott, vice-president in 
charge of consumer products, RCA 
Victor division of Radio Corp. of 
America, in a speech before the Na- 
tional Appliance & Radio Dealers 
Assn. 


Public Relations Text 

“Except ye utter by the tongue 
words easy to understand, how 
shall it be known what is spoken? 
For ye shall speak into the air.”— 
1 Corinthians XIV:9. 


—From “Letter Slants,” house organ 
of R. H. Morris Associates, cor- 
d Itant Newton, 


r nee c 


Conn. 


Oops! 

Skirts have shown the most sen- 
sational rise of all garments in the 
last 20 years. 


—T. I. Felner, manager, yard goods 
division, Burlington Mills, at NRDGA 
convention in New York. 


Advertising Age, January 22, 1951 


| | Rough Proofs 


“Industrial Surveys to put con- 
sumer panel on probability sam- 
ple basis.” 

And there’s a strong probability 
the customers won't know the dif- 
ference. 


Furniture show opens on note of 
uncertainty, headlines the world’s 
greatest advertising journal. 

Maybe this will turn out to have 
been the age when the only thing 
certain was uncertainty. 


e 
There’s been a lot of talk about 
materials shortages, production 


difficulties and cost increases, but 
you wouldn't believe it after read- 
ing about those _ super-colossal 
coupon-sampling jobs now getting 
under way. 

° 


Philip Morris, it is announced, 
will shortly begin sponsorship of 
“Lonesome Gal,” and will be 
greatly disappointed if she remains 
that way. 


TV advertisers who are heavily 
in the business of promoting box- 
ing shows are running the risk of 
incurring the wrath of viewers 
who have had to look at some of 
the palookas recently given top 
billing. 

~ 


Bill Beard is quoted as saying 
that the current controversy over 
paid vs. free circulation has been 
good for the business press. 

A thunder storm, with plenty of 
lightning, usually clears the atmos- 
phere. 


Since Thomas J. Watson has 
been reading his mail following 
' publication of his signed ad, “Cap- 
italism—nothing is superior except 
by comparison,” he’s become much 
more sympathetic with IBM copy- 
writers. 


Jim Woolf says the small ad is 
a much more severe test of a copy 
man's powers, but that isn’t going 
to convince them they ought to 
start concentrating on 28-line lay- 
outs. 


Some people go to Florida and 
Southern California to enjoy the 
attractions of nature at this time 
of year, and others become judges 
in advertisers’ beauty contests. 


J. R. Bruce, St. Paul publisher, 
indignantly denied he won the 
services of a beautiful baby sitter 
at an adclub Christmas party, as 
reported. Santa Claus dropped her 
in somebody else’s stocking. 


“New Yorkers staying up late to 
watch TV,” says the story, but of 
course New Yorkers welcome any 
old excuse for staying up late. 


Philadelphia’s newspaper linage 
figures seem to be as much a con- 
troversial subject as those popula- 
tion figures reported for Philadel- 
phia and Los Angeles by the U. S. 
Bureau of the Census. 

Copy Cus. 
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“Arvin has always considered the 
South a major market. Our sales analy- 
sis of radios, electrical housewares, car 
heaters and metal furniture provides 
definite proof of the South’s tremen- 
dous importance to Arvin’s overall 
volume. Today our business is more 
than 17 times as great in the South as 


gag buyer of millions of pounds of top- 


quality leaf tobacco each year, our company 
is one of the best customers of the Southern 
farmer. We in turn find the rural South an 
excellent market for our CAMEL Cigarettes, 
PRINCE ALBERT Smoking Tobacco and 
Chewing Tobacco Brands. Both as an indus- 
try located in the South and as a processor 
of one of its great commodities, we take pride 
in the sound and rapid agricultural and in- 
dustrial progress of the area.” 


JOHN C. WHITAKER, President 


R. J. Reynolds Tobacco Company 


“It is no coincidence that our com- 
pany’s progress in recent years has been 
commensurate with the tremendous ad- 
vance of Southern agriculture. As one of 
the nation’s largest processors of cotton 
seed, our company contributes sub- 
stantially to Southern farm income. 
In return, farm families are loyal friends 
of Wesson Oil and Snowdrift. They 
serve home-prepared dishes and buy 
quality foods. The Progressive Farmer 
is a natural advertising medium for us.”’ 


it was in 1936. Regularly scheduled 

advertising in The Progressive Farmer 

has contributed heavily to this sub- 
stantial increase.” 

GLENN W. THOMPSON, President 

Arvin Industries, Inc. 


A. Q. PETERSEN, President 
Wesson Oil & Snowdrift Sales Co. 


Mi 
f — 


Where is Z MUL, a Koa investment? 


It’s an excellent investment when it buys ad- 
vertising in The Progressive Farmer to sell more than 
1,167,000 prosperous farm families in the 14 Southern states. 


Advertisers invested more than $4 MILLION in 
The Progressive Farmer in 1950—four times as much 
as they invested in 1940 and twice as much as in 1946. 


aie quan 1,167,000. , 


SOUTHERN 
FARM FAMILIES 


The Progressive Farmer is America’s fastest-growing 
farm magazine, serving America’s fastest-growing farm 
market. Your advertising in The Progressive Farmer is your 
direct route to greater sales in the rural South, where 1951 
farm income promises to exceed that of any previous year. 


Advertising Offices: BIRMINGHAM+ RALEIGH + MEMPHIS* DALLAS 
NEW YORK *CHICAGO+* Edw. S. Townsend Co., San Francisco, Los Angeles 
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If you're not advertising in The Elks, you’re missing 
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6 4 # |be able to build only 3,000,000 
mee | video receivers this year—40% of 
is : — the 7,500,000 sets produced in 1950 
, Le @ eB —according to F. M. Sloan, mana- 


— 1,000,000 


one of America’s most selective male mass markets 


—1,000,000* MEN—more than live in a city the size 


of Philadelphia. And don’t forget—Elks earn twice 


‘Sloan Sees ‘51 TV 
Production Limited 
to 3,000,000 Sets 


New York, Jan. 15—The tele- 
vision manufacturing industry will 


ger of the Westinghouse television- 
radio division. 

Speaking at an eastern regional 
distributor meeting here, Mr. Sloan 
said: “I had hoped to tell you of 
our plans to triple production. But 
those plans must be laid aside for 
the present.” 

He told the distributors that a 
new plant under construction at 


the national average. They can afford to buy more Raritan Township, N. J. would 


... more often. 


* June 1950 ABC statement—976,299 


circulation—a 26,299 bonus over guar- 


anteed 950,000 on which current rates 


are based. 
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bottling machinery 
coolers 


crowns 


/ 


flavors 

labels 

cases and cartons 

trucks 

syrup room equipment 

or other products or serv- 
ices used by the soft drink 
industry? 


We're in the same business: 
serving the soft drink indus- 
try! Their confidence is proved 
by the highest ABC circula- 


tion. The AMERICAN BOTTLER | 


functions intimately with the 


industry; brings soft drink 


bottlers the newest ideas and 
latest developments. 
this vast market through its 
leading journal . The 


AMERICAN BOTTLER! 


THE AMERICAN BOTTLER HAS THE HIGHEST ABC CIRCULATION; + 
Highest total net paid; Total beverage bottling plants; 
Highest grand total ! 


Superior 7 
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Taylor 0888 


| Changes Name to Ideal Toy 
Reach | 


have tripled Westinghouse TV pro- 
duction. Even though the new 
plant will be completed about June 
1, it probably will be used for de- 
fense production of electronic 
equipment. 


@ “The crux of the current situa- 
tion in the industry is supply,” Mr. 
Sloan continued. And he outlined 
steps which Westinghouse has 
taken to assure itself of a fair share 
of available components, including 
a bolstering of the purchasing de- 
partment, research aimed at sim- 
plifying chassis design and devel- 
oping substitute materials, and im- 
partial allocation of production. 
Industry production in January, 
he predicted, will total about 500,- 
000 receivers, and output is ex- 
pected to taper off gradually there- 
after—provided no further drastic 
restrictions are imposed by the 
| government. 
| The company introduced its new 
line at the distributor meeting, 
headed by a 20” rectangular black- 
| tube console priced at $495 and in- 
cluding a number of 17” tube table 
models and consoles. 


Names Nelson Sales Manager 

F. A. Whitney Carriage Co., Leo- 
minster, Mass., manufacturer of 
baby carriages, juvenile furniture, | 
hampers and doll carriages, has 
named A. W. Nelson, formerly | 
vice-president in charge of sales 
for Leavitt Machine Co., as sales 
manager. 

} 

Red Devil Tools Names Tyson — 

Red Devil Tools has appointed 
O. S. Tyson & Co., New York, to 
handle advertising for all its prod- 
jucts. Lee-Stockman previously | 
| carried the account. 
Appoints Knight Agency 

Vick Knight Advertising, Los | 
| Angeles, has been named to direct 
the advertising and public rela-| 
tions of the Los Angeles Conserva- | 
| tory of Music and Arts. 


Joins Horton-Noyes 

Albert E. Van Wagner, formerly 
an account executive and copy- 
writer of St. Georges & Keyes, has | 
joined Horton-Noyes Co., Provi- 
dence, R. I., in a similar capacity. | 


Ideal Novelty & Toy Co., New 
York, has changed its name to 
Ideal Toy Corp. No revisions in 
company plans or policy are in- 
volved in the name change. 


‘American Fruit Grower’ Moves 

American Fruit Grower Pub- 
lishing Co., Cleveland, publisher 
of American Fruit Grower, has 
moved its offices to 106 Euclid 
Ave., Willoughby, O. 


the (e) | Hoyt Gets Fish Account 
nip) | } : . 

MVIBIIGAIE Bottle  etieeamenarer 

DW GSTS: : W. Hoyt Co., New York, to handle 


its advertising. Norwegian is a 


new advertiser. 


Lupton Names Sadler Director 


Ralph Sadler, vice-president and 
copy chief of John Mather Lup- 
| ton Co., New York, has been made 
‘a director of the agency. 


Although Ross Gamble, vice-president of Leo Burnett Co., Chi- 
cago, was media director of the Chicago office of Erwin, Wasey & 
Co. many years ago, his former associates there still have a nostalgic 
feeling about him. On Jan. 5, the 22nd annual luncheon of the 
Gamboliers, the Gamble “alumni society,” was held at the Kungs- 
holm to honor the old master .. . 

Out having his hat stretched is Sid Bernstein, editor of AA. An 
oil painting of Janet and Henry, the Bernstein children, by Richard 
Frooman is currently hanging in the Art Students League exhibit 
at the Chicago Art Institute... 

Kirby Low, sales, merchandising and factory coordinator of Tussy 
Cosmetiques, New York, has been recalled to active duty and is sta- 
tioned at First Army Headquarters, Governor’s Island... 

Henry J. Morton, head of his own advertising and marketing 
service in Portland, Ore., has been named executive secretary of 
the Pacific Northwestern Ski Assn. As such he works in an advisory 
capacity with Ernest Garcia, owner of Garcia Printing Co., publisher 
of Skier’s Informant, official voice of the association, which has as 
members, 80 official clubs, 1,000 competitive skiers and probably 
20,000 registered members. New editor of the Informant is Robert 
Leonard, who is also assistant ad manager of Western Pine Assn., 
and was ski instructor for the 10th Mountain Division during World 


War Il... 
yore 
Sa ek 


VACATION BUSINESS—Mr. and Mrs. Burke Dowling Adams and Mr. and Mrs. James 

H. Cobb pose for the photographer in the grounds of the British Colonial Hotel, 

Nassov. Mr. Adams, head of the Montclair, N. J., agency bearing his name, and 

Mr. Cobb, advertising director of Delta Air Lines, Atlanta, an Adams account, com- 

bined vacations with the job of gathering pictures and other material for Delta 
promotion. 


Following the footsteps of his father, John S. Anderegg, space 
salesman for The Saturday Evening Post. is son James, who has 
been appointed to the committee for publishing The Nassau Herald 
Princeton University senior yearbook. ..George DeCoo Jr., PR head 
for Noma Electric Corp., has been elected director of the Young 
Men’s Board of Trade of New York... 

George H. Allen, sales executive at McCall’s, has had a book 
published by the Harvard University Press, “Individual Initiative 
in Business,” which he edited. The book, which emphasizes the 
human factor in the business world, contains articles and remarks 
by some 30 leaders in business, labor and finance... 

Dave Fleischer of Commercial Letter Inc., St. Louis, has taken 
on another job for the American Legion by accepting an appoint- 
ment to the Legion’s publication commission. With the new assign- 
ment, Dave will help in the planning and management of American 
Legion Magazine. He was vice-commander last year... 

Robert K. Allen, president of Penman-Neil Advertising Agency, 
Seattle, Wash., and his wife, Dusty, formerly in the advertising 
agency field, announced the addition to their family of Susan Allen, 
age 5, by way of Christmas cards showing the family group. Susan 
was adopted last August...Beb White, an account executive with 
Station KPOJ, Portland, Ore., has been ordered to report for active 
duty with the 123rd Fighter Squadron of the Oregon Air National 
Guard on Feb. 2. He holds the rank of captain... 

Love That Client dept. (but don’t trust him to get you home): 
Jim McTighe, John Mortiland and Bob Pile, of Olmsted & Foley, 
learned their lesson after attending a sales meeting in Fargo, N. D. 
On the way back to Minneapolis at night, the client’s car ran out of 
gas, and good fellow McTighe walked five lonely, cold miles look- 
ing for some. They got home at sun-up... 

Cecil McDowell, assistant ad manager of the Cincinnati Enquirer, 
suffered severe cuts, Jan. 2, as a result of a collision involving his 
station wagon and another car in northern Kentucky...Gene See- 
hafer, now on leave from his job as instructor in advertising and 
radio at the University of Minnesota, is serving as executive secre- 
tary of the Wisconsin Rapids Chamber of Commerce while putting 
the finishing touches on his soon-to-be-published book, “Successful 
Radio and TV Advertising.”. . 

Newly elected president of the San Diego Advertising & Sales Club 
is Mrs. Muriel Tolle, v. p. of the Tolle Co., San Diego ad agency... 
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Such acclaim is routine to those who understand the power of 


SPECIFICATION 
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COMMENT 


EDITORIAL 
Edited Locally 


“Best Seller” Impact 


MECHANICAL 


1,000 Line Page 
Cc lorgravure 


Fractional Page Color 


Major Market 


Dominant Circulation 


Single Medium Coverage 


Proven Sales Results 


a< << «<<< «<< 


Written to and for Rocky Mountain Empire readers by an 
experienced, full-time magazine staff. 


Its stories “made” Reader's Digest in 6 out of the 12 issues of 
last year... a record for Sunday supplements. 


Page size is 5 columns by 200 lines. Column width is 2 inches. 


Printed in The Denver Post's own plant to give advertisers 
advantages of completely integrated service. 


Color available for ads of 400, 500, and 600-line size as well 
as for full-page, 1000-line ads. 


2,261,000 population and $2.4 billion retail sales in effective 
coverage area. 


395,087—Publisher’s Statement, September 30, 1950. The only 
supplement, group or local, providing adequate circulation 
in this region. 


93°/, coverage of Denver; 86°/, of trading zone; 68°/, of entire 
State of Colorado; 41°/, of Wyoming. 


National advertiser writes: “Outpulled any paper on our list.” 
Documented results of other advertisers available on request. 


| The Voice of the Rocky Mountain Empire — 
PALMES MOT! EDITOR BNO PUBLISHER 


ie oe a ee i lc mS PRES, 
ay 
{ eae 
os aes 
E eee 
7 ioe 
A : ee a es eater | ( \ Aya F . ec? 
ee ) >P>PAs Wag ee 
ge eee // 1, > | v 
A oie 
WY MB! GN py IG ei 
Ve " yoy < 
S; SS lie. N DA T fe 
— 5 J " 2\ ; Pa ee 
be o \, STN . 
Sy VG BOL TY aS 
wees 3. eee ee aes 4 
bate 7) ( Bie 
: : Q ; he nN 
/} - \ U] - 
% A . ee te 
ad /\ <= 
| a _ 1 f ¥ I oe 
| vo N\ \\ = 
} = 4 \ A k . iar 
¢ N Sx, 1 aa 
, 5 aan 
ege > a a Bry kk 
these specifications of The Denver Post’s Empire Magazine Ss 
eee 
e: it ea > Be a ; Sheteete. 3 RS : es of me ce me es se, Me Rees ‘ 3 is ial oe Se tt Rng Nae Me Sem ia " 
ae ae? <a 
os | mm | NO | a % Se 
rr bos 
fe Fs a 
is by . 
ig ee ee ae 
See we oe ye’ 
as ae wel 
os ‘ee ae 
ae MARKET & COVERAGE pss “eS 
ES : . 
{ es ie : 
Ss SS ie 
Ss, THE DENVER POST | es 
1 oe aA 
' ron" 
: ble 3 we 
} Represented Nationally by Moloney, Regan & Schmitt, Inc. Be 
1 "al soe 
= ‘ Br 
‘ . Oey tah Sa 
pee ee ee ee of ee ll ee ee pm OP 
a. rr a Pe 8° a Si ee 


18 


Appoints Houck Agency 

Houck & Co. of Florida, Miami, 
has been named by Natural Health 
Products Co. to handle the ad- 
vertising for Marvlizer, a liquefy- 
ing machine. National spot televi- 
sion is now being used. 


Pennebaker Joins Kling 

John Paul Pennebaker, who for- 
merly had his own photographic 
studio in Chicago, has joined Kling 
Studios, Chicago. 


Even your smallest ec- 
count can now take 
advantage of TV ad- 
vertising with our 

downtoearth TV 

film prices. 


CALL OR WRITE US TODAY 


Zi FILMACK 


1325 S. Wabash - CHICAGO 


FTC, FCC Won't Get More 
Money Under the New Budget 
WASHINGTON, Jan. 18—That $71 
billion federal budget for the com- 
ing fiscal year means that 18% of 
the nation’s output will be going 
into defense and defense support- 
ing activities. Considering the fact 


| that World War II took 45% of the 


nation’s output at its peak, it is 
evident that the rates of butter to 
guns will be higher than in 1944. 
On the basis of present plans, 
defense, stockpiling and industrial 
expansion will be using about a 
third of the nation’s aluminum, 
copper, steel and natural rubber. 
The impact will vary from in- 
dustry to industry. For example, 


By STANLEY E. COHEN. Washi 


Editor 


plastics, involving benzine, have a 
particularly tough problem, and 
TV set makers will have to save 
copper, cobalt and nickel. 

Nevertheless, top mobilization 
officials are confident that the im- 
pact on consumer goods production 
will be a lot easier than many peo- 
ple fear. Best guess now is that 
over-all loss for 1951 will be about 
25%, and that on the basis of 
present plans, it will not get much 
worse in 1952. 


. * . 
When the shouting subsides, 
Congress will probably find it 


pretty hard to cut very deeply in- 
to the President’s budget. Most 
regular government functions— 


Federal Communications Commis- 
sion, Federal Trade, Justice De- 
partment’s anti-trust division— 
were held at or below present 
levels. Flood control and other 
“peacetime” programs are cut 
back. For example, rural tele- 
phones—one of the President’s pets 
—was virtually suspended in order 
to conserve copper and _ scarce 
communications equipment. 
. . 

Two days before the budget went 
to the “Hill,” President Truman 
gave reporters a briefing. As he 
answered questions, there was no 
doubt that he was thoroughly fam- 
iliar with the contents. 

The President's attitude toward 
the postal deficit seems to be mel- 
lowing. In the past he has used 
sharp language in an effort to pin 
the blame for the deficit on pub- 
lishers and other groups of busi- 
ness mail users. This year he says 
candidly that the government 
should stand $160,000,000 of the 
$526,000,000 deficit as its “share.” 
He’s for raising rates to cover the 


ee ee 


ee ee ere aa 


a es colton iene 


Busy SEATTLE gai 


1s Fé 


The SEATTLE TIMES is the preferred newspaper in 3 out of 4 


retail sales. 
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Mount Ramicr la Woshmaton State 


5% Th, homes in Metropolitan Seattle—a market of 726,055 people. 


because of EDITORIAL EXCELLENCE 
SEATTLE TIMES staffers consistently win national and regional 
awards. These include the coveted Pulitzer prize. 


results in CIRCULATION CONCENTRATION 


The SEATTLE TIMES concentrates its circulation in the Seattle 
trading area. One-third of Washington State’s population resides 
in this area—which accounts for over three-fifths of the state’s 


ADVERTISERS KNOW THAT SUCCESS IN THE SEATTLE MARKET CAN BE FOUND 
THROUGH FREQUENT, CONCENTRATED ADVERTISING IN THE TIMES ALONE 
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consolidated returns for areas 
| where they maintain several 
| stands. 


Advertising Age, January 22, 1951 


difference, but he does not identify 
a scapegoat. 
# 7 o 

Marvin Pierce of McCall’s and 
Arch Crawford of National Assn. 
of Magazine Publishers were cios- 
eted with Price Administrator Mi- 
chael DiSalle to discuss printing 
paper. Publishers contend recent 
price hikes were unjustified in 
the light of paper makers’ earnings. 
The price administrator expressed 
confidence that manufacturers will 
cooperate with his efforts to stab- 
ilize the industry. 

* * . 

State Department’s overseas in- 
formation officers are reporting 
that “friendly” papers in western 
Europe are finding it difficult to 
buy newsprint. The department is 
totaling up their needs and is ex- 
pected to call in U.S. publishers 
in the near future to ask for help. 
ay involved is relatively 
small, but would not be available 
without the cooperation of U.S. 
publishers, or a directive from Na- 
tional Production Authority. 

Publishers reviewed the paper 
outlook during a full-day meeting 
with NPA Monday; they con- 
cluded that there are no problems 
requiring immediate government 
action. NPA now has a printing 
and publishing division, with Don- 
ald Shook, former operating head 
of National Publishers Assn., as 
its acting chief. Mr. Shook—now 
publisher of a weekly, the News, 
Media, Pa.—served as deputy di- 
rector of the printing and publish- 
ing division of the War Production 
Board. 

. _ * 

Final figures from Census Bu- 
reau’s 1948 Census of Business 
show the number of advertising 
agencies in the U.S. up from 1,628 
in 1939 to 3,279 in 1948; their re- 
ceipts from $97,372,000 to $394,- 
872,000. Number of paid employes 
went from 16,936 to 38,739 and the 
number of active proprietors of 
unincorporated agencies from 1,070 
to 2,469. Payrolis increased from 
$53,546,000 to $194,342,000. 

~ « © 

Business census totals can be 
tricky if you are careless about 
checking the definitions. For ex- 
ample, final results of the 1948 
census show 6,801 newsstands and 
newsdealers for the nation, down 
10% from 1939. One industry ex- 
pert expressed amazement, point- 
ing out that there are 10,000 
“newsstands” in New York City 
alone. The answer: Census Bureau 
counts only those “primarily en- 
gaged in selling newspapers and 
periodicals.” It omits “transients” 
(those who have no permanent 
stand) and “sidelines” (drug 
stores, etc.). It also permits big 
operators like Union News to file 


‘Sunset’ to Get New Home 


Sunset, San Francisco, has an- 
nounced that its editorial offices 
will be moved into a new $400,000 
one-story ranch house type build- 
ing on the San Francisco Peninsula 
about Aug. 1. The new building, 
located in Menlo Park, will have 
30,000 square feet of space, and 
will be situated on a seven-acre 
tract. Sunset’s advertising sales de- 
partment will remain in its present 
offices in San Francisco. Print- 
ing and mechanical work on the 
publication are handled in Los An- 
geles. 


Two Appoint Mendte Agency 


J. Robert Mendate Inc., Philadel- 
phia agency, has been named to 
handle the advertising of H. Brin- 
ton Co., Philadelphia, manufactur- 
er of knitting machines, and Uni- 
versal Dye Works Inc., Philadel- 
phia. Trade publications, export 
publications, promotion pieces and 
direct mail will be used. 


Currie Joins Ellington 
Sally Anne Currie, formerly > 

with Anderson, Davis & Platte, has 

joined the copy department of El- 

lington & Co., New York. 
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Fairfax M. Cone, Chairman of the Board of 
Foote, Cone & Belding, is in charge of the agency's 
Chicago operation. In 1929, he joined Lord & 
Thomas in San Francisco, and in 1938, was VP 
and manager of that office. He was later put in 
charge of creative work in New York, and in 
1942 became Chicago manager for Lord & Thomas. 
With Emerson Foote and Don Belding, Mr. 
Cone established Foote, Cone & Belding upon the 
liquidation of Lord & Thomas in 1943, 
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Introduce: 


Albert Dorne is no head-in-the-clouds, ivory tow- 
ered fellow in a corduroy jacket and beret. 

One of America’s most successful magazine 
illustrators, Al Dorne came up from his city’s 
East Side the hard way, and one of his big in- 
terests now is seeing that the “kids” get a break. 
He spends much of his time helping newcomers in 
art over the first hurdles, because, he says, “They 
come out of most art schools believing that they 
are ready to take their places as practical, trained 
artists, but they simply aren't equipped,” 


Horne 


Robert Fawcett was born in the London suburbs, 
moved to Winnipeg, Canada, and later to New 
York City. In 1922 he had saved $1,000 for a year" 
at the famous Slade School in London. By frugal 
living he managed two full years. 

* Returning to New York, he did only enough 
commercial art to keep alive, devoting his time to 
fine art. At his own one-man show he saw sleek 
salesmen cramming his pictures down customers 
throats. Then and there America got one of its 
finest commercial painters. 


Fawcett 
Von Schmidt 


Artists Guild of Chicago Famous Artists” Dinner 
Sheraton Hotel, Feb. 7": 7-30 PM. 


bar opens at 6 
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Harold Von Schmidt, logical successor to Frederic 
Remington as the foremost contemporary 
painter of scenes depicting the old west, worked 
variously as a cowhand, lumberjack, mule skinner, 
bill collector, and “lumper™ on the docks of San 
Francisco. As an artist this varied education now 
gives his pictures a ring of authenticity. 

In 1925 Collier's gave him his first story to 
illustrate. Since then he has done work for many 
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national magazines, and for the last ten years al- 
most exclusively for the Saturday Evening Post. 


a 
| 


A leading light of the ad business in this country presenting three of 


the art world’s great, is reason enough for our Guild to wine and dine 
Please rush tickets 


for Famous Artists Dinner 
at $500 per person 


them ... but there’s even an added attraction : The exhibit, in the 


grand ballroom, of twenty-four original paintings to be brought by 


these renowned faculty members of Westport’s Famous Artists aeons 


Course. This high spot of the year should pack the house, so get 


your bid in early for the dinner that will be the talk of the town! 


This announcement is run in the interest of Artists Guild, Chicago by Collins, Miller & Hutchings, Inc., Photoengrovers 


Artists Guild, 162 East Ohio Street 
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Coolerator Slates 
Largest Ad Drive 
in ‘51 Promotion 


Du.utnH, Jan. 16—Coolerator 
Co.’s advertising program for 1951, 
“the most extensive in Coolerator’s 
history,” will include national, 
area and cooperative drives for the 
company’s lines of household re- 
frigerators, freezers and electric 
ranges 

Full-color pages, beginning in 
April, will run in Better Homes & 
Gardens, Good Housekeeping, 
Household, Small Homes Guide 
and Sunset Magazine. The com- 
pany also plans a schedule in sev- 
eral farm papers for its electric | 
rariges and freezers. | 


# Coolerator and its 65 distributors | 
will jointly sponsor the area pro- 
gram, designed to use newspapers, 
television, radio and outdoor. Cool- | 
erator is producing a series of ra- 
dio shows which will be available 
to dealers and distributors on 
transcriptions. | 

Following a pattern which! 
proved successful last year, the 
company will use television com- 
mercials specifically designed for 
5- or 10-minute newscasts, weather | 
shows, sports or home _ service 
shows. Dealers will have point of | 
sale materials, ad mats, etc. | 


ampbell-Mithun, Minneapolis, | 
ig@fthe agency. 


Junket Elects Officers 


hr. Hansen’s Laboratory Inc., | 
tle Falls, N. Y., manufacturer | 
unket brand foods, has elected 
2e new officers. Johannes Han- 
, who has served as president 
re the incorporation of the com- 
y in 1915, has been elected to 
new office of chairman of the 
rd. Henry Pederson, formerly 
»-president and general mana- 

has been elected president. 
. Pederson is succeeded by A. C. 


jamin, formerly manager of the 
J@Mket brands food division. 


lings Named Buxton Head 

ana Buxton Collings, grandson 
of the founder of Buxton Inc., 
Sp: ingfield, Mass., has been 
elécted president of the company. 
Hé was previously vice-president 
ingcharge of sales and engineering. 


MeLoughlin Joins BBDO 
Robert B. McLoughlin, previous- 
with Marschalk & Pratt, has 
joined the copy staff of Batten, 
Barton, Durstine & Osborn, New 
York. 


Heads Ansul Chemical 


Robert ©. Hood has been elected 
president of the Ansul Chemical Com- 
pany, Marinette, Wisconsin, producers | 
of industrial and refrigerant chemicals | 
and dry chemical fire extinguishers. 
Mr. Hood and 268,873 other men of 
action throughout American’ business 
read The Wall Street Journal daily. 


(ADVERTISEMENT) 


Kallon Joins Miller Agency 
Paul Kallon, formerly vice-pres- 
ident of Malcolm Advertising 
Agency, has joined Miller Adver- 
tising Agency, New York, in con- 
junction with the Miller agency's 
expansion of its soft goods and 
fashion promotion division. 


Condon Appoints Dixon 

Harold C. Dixon, formerly on 
the publicity staff of the Douglas 
Fir Plywood Assn., Tacoma, Wash., 
has been named an account execu- 
tive of Condon Co., Tacoma. 


Resigns Candy Council Post 
John R. Hadfield has resigned 
as publicity director of Council on 
Candy of the National Confection- 
ers’ Assn., Chicago. Prior to joining 
the council, he was with Camp- 
bell-Ewald Co., Detroit. 


Elects Two Vice-Presidents 

Albert Frank -Guenther Law, 
New York, has elected Joseph A. 
Fitzgibbon, in the agency’s news 
department, and John W. Adams 
Jr., with the agency since 1948, 
as vice-presidents. 


Christian Joins Alexander 

Gus Christian, formerly sales 
manager of A. V. Cauger Inc., In- 
dependence, Mo., has joined the 
sales staff of Alexander Film Co., 
Colorado Springs. He has been as- 
signed to the Michigan territory. 


Dominion Paper Names Two 

Charles W. Stephens, sales man- 
ager of Dominion Paper Box Co., 
Toronto, has been named general 
manager. F. B. Trelford, assistant 
sales manager, has been named to 
succeed Mr. Stephens. 
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Ethicon Appoints Frohlich 

Ethicon Suture Laboratories 
Inc., New Brunswick, N. J., has 
appointed L. W. Frohlich & Co., 
New York, as its agency. Direct 
mail and professional journals will 
be used. 


To Franklin & Gladney 

Grand Central Mills Inc., Brock- 
lyn, manufacturer of detergents, 
has appointed Franklin & Gladney, 
New York, as its agency. Maga- 
zines, newspapers, transportation 
ads and direct mail will be used. 
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Snow Crop to Spend More Than $2,000,000; 
Creating Five Major Sales Divisions 


New York, Jan. 16—Snow Crop 
Marketers division of Clinton 
Foods this year will spend “sub- 
stantially more” than the near- 
$2,000,000 it laid out for adver- 
tising and sales promotion in 1950. 

A spokesman for the company 
told AA that how and where the 
money is to be spent will be an- 
nounced later. Maxon Inc. has the 


account. 

Meanwhile, Snow Crop has es- 
tablished four major sales divi- 
sions throughout the country— 
with a fifth in the works. The new 
divisions are said to have been 
made necessary “by the large in- 
crease in sales of frozen foods ex- 
perienced during the past year, 
the numerically greater retail out- 


lets being serviced, and the pro- 
jected sales expansion anticipated 
in 1951.” 


@ The new divisions are the east- 
ern, with Robert J. Moone as di- 
vision sales manager, with head- 
quarters in New York; southeast- 
ern, with J. E. Perry in charge, 
working out of Atlanta; south- 
western, headed by Frank Buck- 
ner, whose headquarters will be 
in Dallas; and western, supervised 
by Duncan Kelly, with headquar- 


ters in Los Angeles. 

A central division is soon to be 
opened in the Midwest, with head- 
quarters probably in Chicago. The 
division sales manager has not yet 
been named. 

Also established by Snow Crop 
are 20 new sales districts which, 
together with the 14 company 
branches already in operation, will 
make up the basic sales territories 
underlying the four newly created 
sales divisions. 


Martin Mathews, vice-president 


buy Woman's D 
magazine in the world 


javerage single-copy sales per issue . . . the world’s largest single-copy circulation 


* 


in charge of sales, described the 
new expansion moves as an ef- 
fort to broaden and decentralize 
the organizational structure of the 
sales department to bring the com- 
pany closer to its wholesale and 
retailer customers 


‘American’ Is 75 Years Old 
American Magazine, founded by 
Frank Leslie in 1876, is celebrating 
its 75th anniversary this year. First 
known as the Popular Monthly, the 
magazine was taken over in 1906 
by a group of writers under the 
editorship of John S. Phillips and 
the name was changed to the 
American Illustrated. It was pur- 
chased in 1911 by Joseph P. Knapp, 
owner of Crowell Publishing Co., 
when Illustrated was dropped from 
the title. American Magazine is 
published by Crowell-Collier 


Perkins Appoints Hart 


Drennan W. Hart has 
named art director of A 
kins & Co., Indianapolis agency. He 
had been operating his own art 
studio and before that was assist- 
ant art director of Keeling & Co 
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Your Product 
Just as Effectively 


OAK Balloons helped achieve a 43-1-4 
per cent increase in the sale of Roberts 
Chester County Scrapple. An Oak air- 
ship balloon, enclosed in glassine, was 
inserted in each package of scrapple in 
@ promotion campaign conducted by 
A. C. Roberts Packing Company, Kim- 
berton, Pa. — and the free balloon offer 
advertised as above. Kiddies literally 
led their mothers to Roberts Brand, 
reported Mr. Paul E. Roberts, general 
manager. 

You, too, can use Oak Balloons effec- 
tively. We have many ideas for you. 


OAK-HYTEX 
BALLOONS ARE 
AVAILABLE IN 
MANY SHAPES 


‘The Oak RusserCo 


Ravenna Onio 
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Business Outlook 
Meeting Reflects 
Uncertainties 


Los ANGELES, Jan. 16—Three 
words — advertising, promotion, 
merchandising—were conspicuous 
by. their absence from the ad- 
dresses of the seven top business 
executives and economists on the 
program of the third annual Busi- 


ness Outlook Conference spon- 
sored here by the Los Angeles 
Chamber of Commerce ard 13 
local business groups, including 


the Advertising Club of Los An- 


geles 

More than filling the vacuum 
left by their absence were the 
words “controls,” “taxes” and 


“economy.” The almost unanimous 
opinion of the speakers was that 
there is little use to attempt to 
predict the future for production, 
prices, income. The consensus ap- 
peared to be that the greatest 
problem facing business is that of 
doing all it can to make sure the 
controls imposed by the current 
emergency are no more than nec- 
essary and are such that they can 
be removed when the need is past. 


@ ihe subject of sales was touched 
briefly, mostly in the light that 
ing efforts should not be di- 
minished to the extent that cus- 
er good will is lost during 
tiMes of ability to sell more than 
c be produced for civilian con- 
s ption 
ost optimistic of the speakers 
Murray Shields, vice-presi- 
d@@t, Bank of the Manhattan Co., 


N@w York. He declared that the 
USS. can wage either ideological 
or@military war without subjecting 

economy to disruptive infla- 
ti He also declared it possible 


rove to other nations that the 
al@rnative to war is a “truly great 
i of world-wide prosperity, 
oo and accomplishment, 
f nations on both sides of the 
cofmunist fence.” 


Sy ussing “the alternative to 
w he said too few people here 
an@ abroad appear to realize there 
ar@several powerful factors which, 
given peace, could assure a long 


period of economic progress and 


ADVERTISING 


DOLLARS 


It is ACTION! DRAMATIC—EXCITING—It's @ RIOT! 
NOTHING LIKE IT FOR CONVENTIONS! 
LOADS YOUR POCKET WITH 
_ON-THE- SPOT DEPOSIT CASH 


et us send you Aa —~ samples 


H. MEINHARDT & co. INC, Dept. a1 


4218 Lincoln Ave. Chicago 18, Til. 


| is population growth. Existing and | 

almost completed developments in 
medical technology have brought 
us to the greatest upsurge in popu- | 
lation we have ever seen. 

A rapidly rising population 
throughout the world may present | 
a condition where shortage rather 
than abundance may be the major 
problem with which we have to 
contend, he said. This may make it 
imperatively necessary for the 
world to open up and develop| 


tapped agricultural resources. 


s David A. Weir, secretary, Na-| 
tional Assn. of Credit Men, said it 


| is academic to debate the wisdom 


of controls at this time because, 
short of all-out war, about 20% 
of our productive effort will be 
directed to the defense effort. This 
compares with the top figure of 
50% during World War II, he ex- 
plained. 

He advocated that business make | 


| Prosperity everywhere. One factor quickly the world’s presently un-, a special effort to help good cus- 


tomers stay in business, and to 
retain normal concepts of good 
salesmanship and good credit. 
Even though salesmen may not 
have as large a volume of prod- 


| ucts to sell, they can be exceed- 


ingly valuable in preserving good 
will among customers and in as- 
sistance in selecting good custom- 
ers. Salesmen, Mr. Weir observed, 
may do more and more selective 
selling, and the same applies to the 
credit manager. 
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Monarch Buys Posters 

Monarch Advertising Corp., Bur- 
lingame, Cal., has invested $50,- 
000 in suburban highway posters. 
The boards formerly were oper- 
ated by American Advertising Co. 
They are located in 23 northern 
California counties. 


Garfield Names Vrooman 

Richard Vrooman, formerly with 
Harry Bonath Art Service, Seattle, 
has been named art director of 
Sidney Garfield & Associates, San 
Francisco. 


See this Study 


Call your nearest 
AMERICAN BUILDER 
representative for a re- 
view of the interesting 
contents of this unbiased 
readership study. Also, 
arrange for a showing 
of the AMERICAN 
BUILDER 60-frame 
strip-film presentation. 


Readership of editorial pages ran 


as high as 60% in 
BUILDER. Five typical 


AMERICAN 
pages are 


shown here. Technical and How- 


to-do-it items scored 


exception- 


ally high. Blue Prints and Econ: 
omy House picture pages scored 


even higher — 79%. 


You can 


judge for yourself the value of 
this high readership in terms of 


your own products. 


One or more of the 


BUILDER advertisements measured 
99% > 
readers. The 20 highest scoring 4 
ads consisted of 16 full-page and 
4 two-page spreads—9 in black 
and white, 11 in color. The latter 
included 9 in run-of-publication; 
1 in special color and 1 in four- 
colors. Seven of the top ads ap- 
in the back — beyond 
page 160 of the February 1950 


were noted by 


peared 


issue measured. . 


Me AS 
a>, a =) “ 
Lays % f 


Adverliaing 


READERSHIP 


AMERICAN { 


of the Ps 


POSITIVE PROOF OF > 


Highl 
99% 
1% 
89% 
76% 


‘ ¥ onde, ake 


ee oe 
TRENDS cx. eng ec 


New Rue io Comtarton Conte 


of the'readers interviewed r 


This readership study is the FIRST survey conducted 
by the Advertising Research Foundation for any publication 
serving the light construction industry. 


of the qualified readers interviewed, remembered seeing 
one or more of the advertisements measured. 

of the readers who claimed to have purchasing influence 
stated they specify or recommend makes or brands. 


of the home subscribers interviewed stated they read every 
issue of AMERICAN BUILDER. 
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WORL Appoints Bolling 


Bolling Co. has been named na- 
tional sales representative for 
WORL, Boston. The station re- 
turned to the air last fall, with in- 
creased power of 5,000 watts, under 
new management and ownership. 


Elects Ford President 

Chicago Electric Mfg. Co., Chi- 
cago, manufacturer of Handyhot 
portable washers and electric ap- 
pliances, has elected Stanley M. 
Ford, formerly vice-president in 
charge of sales, as president. 


U. S. Savings Bonds to Be hold the E bonds an additional ten 
| years, with an average 2.9% in- 


Renamed ‘Defense’ Bond | terest for the total period. About 


_ According to reports in Wash- | $35 billion of E bonds are in the 

ington, Treasury's savings bonds hands of individuals, an increase 

will soon be renamed defense of $4 billion over the amount out- 

bonds. Treasury Secretary John) standing in 1945. 

ty wl announced that the Treas- | 

ury hopes to induce owners of E) 

bonds to continue to leave their | Campbell, Pace Join K&E 

money with the government as E Kenyon & Eckhardt, New York, 

bonds come due, beginning this has added James S. Campbell and 

May. Julian Pace, both formerly with 
Under the Treasury’s plan, bond Batten, Barton, Durstine & Osborn, 

owners could convert to G bonds, | to its radio-TV commercial depart- 

| which pay interest periodically, or ment. 


Breast-O’-Chicken 
Tuna Launches New 
All-Media Campaign 


(Picture on Page 1) 

San Dieco, CAt., Jan. 17—West- 
gate-Sun Harbor Co. has scheduled 
an expanded advertising campaign 
in many media on behalf of its 
Breast - O’- Chicken brand tuna, 
which will break with a color page 
in the Feb. 5 issue of Life. 


prospects. 


This new kind of copy and idea book is valuable for sales 


KA CHALLIS 


Here are the most accurate and unbiased facts proving 
that AMERICAN BUILDER advertisements are read and 
remembered by the key buying influences— your best 


vy Of American Builder 


The figures in this study prove the effect of color, posi- 
tion, and space sizes for stepping up readership. It reflects 


the selling power of each manufacturer's sales message. 


It proves high readership values in AMERICAN BUILDER 


and advertising executives, account executives and copy 


chiefs responsible for the sale of products to the huge light 
construction industry. You can use this impartial study 
to guide you in planning sales and advertising to the 
responsive AMERICAN BUILDER audience. 


79 West Monroe St., Chicago 3, Ill. 
30 Church Street, New York 7, N. Y. 


Brooks Bidg., 
Ann Arbor, Mich. 


2909 Maple Ave., 
Dalles 4, Texos 


816 W. Fifth St., 
Los Angeles 13, Calif. 


Terminal Tower, 
Cleveland 
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: 
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— values that are ready to work for you in 1951. 


Your nearest AMERICAN BUILDER representative 
will gladly show you this study or arrange for a private 
or group showing of the AMERICAN BUILDER 6v- 


frame full color strip-film presentation. Call him today. 


A SIMMONS-BOARDMAN PUBLICATION 


514 Terminal Soles Bidg., 


Portiand, Ore. 


1914 Minor St., 
Seattle, Wash. 
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Similar copy and space will be 
used in the March issues of Good 
Housekeeping, Ladies’ Home 
Journal, Pictorial Review and Sun- 
day newspaper supplements in a 
selected list of markets. 

“After a year in which sales 
volume doubled, Westgate - Sun 
Harbor has increased substantially 
the campaign on its Breast-C’- 
Chicken tuna for 1951,” said Nor- 
man R. Barnes, head of Barnes- 
Chase Co., the agency. 


@ Copy in all media will be tied 
around a central subject which 
changes with the seasons. The mag- 
azine and newspaper ads for Feb- 
ruary and March feature a special 
snowman casserole dish designed 
exclusively for the brand. 

Harold Requa, advertising man- 
ager for Westgate-Sun Harbor, 
said, “This is the largest advertis- 
ing investment the company has 
ever made, and it represents one 
of the most aggressive campaigns 
ever conducted on a single brand 
of tuna.” 

Regular schedules ranging from 
half pages to three-column, 3” ads 
have been completed for use in 
more than 100 newspapers. Transit 
cards will be used in 50 markets, 

| and television spot announcements 
and programs are scheduled on 
more than 40 stations. Radio will 
be used in some markets. The cam- 
paign will be backed by use of 
space in 14 food trade publications 
and point of sale material 


R&R Gets Two Accounts 
Ruthrauff & Ryan, Chicago, 
been named by Visking Corp., C 
cago, to handle the advertising 
Viskon non-woven fabric, prod 
of the company’s Little Rock di 
sion. The agency also has been 
| pointed to direct the advertis 
of Crown Cork Specialty Corp., 
| Louis, a subsidiary of Crown C 
| & Seal Co., manufacturer of m 
and plastic specialties. 


| 


Your statement of profits will 
point wp... when you capture 
the buying power of the rich 
QUAD.-CITY market (Daven- 

ort, lowa, Rock Island, Mo- 
ine and East Moline, Illinois.) 
1950 Sales Management Sur- 
vey of Buying Power figures 
reveal total retail sales of 
$235,537,000 ... and Daven- 

ort has an average effective 

ying income per family of 
$6,213! 


PUNCTUATE YOUR SALES 


IN THIS 


RICH QUAD-CITY MARKET 


BY USING THE 


DAVENPORT NEWSPAPERS 


The Oni pouupepere with Home- 
Delivered Circulation on both the 
lowa and Iilinois sides of the im- 
portent Qued-City market. 
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Container Corp. Publishes 
Color Names Dictionary 
Container Corp. of America, Chi- 
cago, has published “Descriptive 
Color Names Dictionary” as a sup- 
plement to the company’s “Color 
Harmony Manual.” The 64-page 
dictionary contains 775 names 
commonly used to describe the col- 
or of merchandise sold in the mass 
markets. Its purpose is to enable 
merchandisers to describe the col- 
ors of products in terms that the 
general public will quickly under- 
stand. The dictionary is expected 
to be especially useful to newspa- 
per and catalog advertisers who 


need to describe the color of mer- 
chandise pictured in black and 
white. 


McGraw Appoints Newton 


Thomas B. Newton, chief of the 
technical publications division, 
Aerojet Engineering Corp., Azusa, 
Cal., since 1947, has been named 
promotion manager of Engineering 
News-Record and Construction 
Methods & Equipment, McGraw- 
Hill publications. Before joining 
Aerojet, Mr. Newton was with 
General Petroleum Corp., Lock- 
heed Aircraft Corp., and the Los 
Angeles Times 


8x10 gervuine glossy photos 
in quantities 
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Prompt Delivery 
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Playing It Sate 

e@ ANYONE who worked in a war 
production plant during the last 
fracas is apt to recall with distaste 
a factory encumbrance known as 
a plant guard. Although in most 
cases he was a good guy, irked at 
becoming an industrial flatfoot, 
were certain instances in 
which the badge converted the 


| wearer into a man of distinction. 
| This went 
| boys. 


down hard with the 

Even under the happiest of con- 
ditions, the average working man 
rebels against the plant guard, and 
rarely if ever stops to realize that 


Employe Communications 


How to Win Friends Among Your Workers 


By Rorrrrt Newcoms and Marc SAMMONS 


the guard is there for his own 
good. This irritation mounts when 
wartime security regulations are 
imposed, and that’s what is be- 
ginning to happen all over again. 
The lid is being applied for the 
most part without government 
suggestion—some managements 
wisely see the restrictions coming 
and are getting set for them. 


@ The wise companies are taking 
pains this time to see that the 
frictions occasioned by plant se- 
curity regulations are as mild as 
possible. This is accomplished, in 
part at least, by letting the boys 
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in on the procedures in advance. If 
fingerprinting is one of the sched- 
uled indignities, it’s sensible to 
get the word out ahead of the time 
when the line forms at the right. 
This can be done through bulletin 
board posters, through announce- 


' ments in the employe publication, 


or through the management news- 
letter. 

The best method of all, however, 
is to pass the news along to the 
supervisors and entrust to them 
the responsibility of routing it to 
the employes, then following it up 
with bulletin board announcements 
as to time and place, together with 
a few kind words explaining the 
need. Companies accustomed to 
rushing into print every time a 
product undergoes some imper- 
ceptible improvement might think 
in terms of a booklet, dedicated to 
plant security and the need there- 
for. Such pamphlets avoided a lot 
of grief before. 


e@ A few weeks ago, the super- 
visors of the Kansas Gas & Elec- 
tric Co., in Wichita, were tipped 
off to some precautionary meas- 
ures the company was about to 
take, including the barring of all 
but authorized visitors, and the 
revival of the identification sys- 
tem used in World War II, which 
included fingerprinting. The rea- 
sons for these voluntary decisions 
were plainly stated in the news 
digest for supervisors. About the 
same time, the employe journal of 
American Car & Foundry Co., New 
York, called “ACF Rolling Stock,” 
came out with a sympathetic story 
on the plant guard. In understand- 
able English, Editor Joseph W. 
Rice prepared his readers for the 
restrictions that might come along 
soon. By now they may already 
have arrived. 

Nobody, including pressured 
plant workers, likes to be pushed 
around, to have his credentials 
challenged, to submit to a search, 
to be mugged and fingerprinted. 
If he can be sold on the need for 
it, it’s likely to be different. He 
may not like the regimentation, but 
he’ll put up with it and it won't 
be a continuous gripe. Now’s the 
time to get the stage set; the cur- 
tain’s going up all over the coun- 
try. 


Lindsay Agency Appointed 

Lindsay Advertising Agency, 
New York, has been appointed to 
handle advertising and publicity 
of Atkins & Durbrow, New York, 
producer of Driconure, an organic 
fertilizer, and allied products. 
Magazines and newspapers will be 
the major media used in the 1951 
campaign. 


Launches ‘Your Dog’ 

Telegraph Press, Harrisburg, Pa., 
this month launched a new pub- 
lication, Your Dog, a service mag- 
azine for dog owners. The maga- 
zine carries both facts and fiction, 
but with emphasis “on things that 
will help the average dog owner 
get his greatest pleasure and serv- 
ice from his pet.” The magazine 
sells for 25¢ a copy. 


Pillsbury Promotes McNeal 


Dean C. McNeal, director of bus- 
iness analysis of Pillsbury Mills, 
Minneapolis, has been named a 
vice-president of the company. He 
wiil be in charge of Pillsbury’s 
economic planning. Mr. McNeal 
joined the company in 1947 when 
ihe department of business anal- 
ysis was set up. 


Crouch to Have Own Agency 

Noel Crouch, advertising man- 
ager of Jacob Schmidt Brewing 
Co., St. Paul, has resigned to oper- 
ate his own advertising agency in 
Minneapolis. He has purchased C. 
L. Clark Co., agency at 538 Mid- 
land Bank Bidg. 


Promotes de Salisbury 


Edward de Salisbury, account 
executive with Casanova & Van 
Orman, New York, since 1947, has 
been named general manager of 
the agency. 
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NOW... only 5 cities in the United States* have 
Sunday newspapers with larger circulations than 
the Minneapolis Sunday Tribune 
...more than 610,000 in the Upper Midwest. 


* 

New York 

Chicago 

Los Angeles 

— Philadelphia 
Boston 


PHILADELPHIA 


Minneapolis 
Star and Tribune 


EVENING MORNING AND SUNDAY 


MORE THAN 610,000 SUNDAY + 480,000 DAILY 
John Cowles, President 
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Named Grand Union PR Head 

Matthew A. Bassity, formerly 
curator of public information at 
the Brooklyn Botanic Gardens, has 
been appointed public relations 
manager of the Grand Union Co., 
New York. 


Morris Appoints Davis 

Willard Davis, formerly with 
KTLA-TV, Los Angeles, has been! 
appointed account executive of 
Harry W. Morris Agency, San 


Francisco. 


DVERTISERS 
AGENTS © CLIENTS | 


The continuous hazards of LIBEL, |...asion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 


cost is almost nominal! 


rive FOR OETANLS Ant 


RATE 


EMPLOYERS REINSURANC 


CORPORATION 


surance £ichang Ransa 


Paramount Discloses 
Plan for Expanding 
Theater TV Tests 


WASHINGTON, Jan. 
mount told the Federal Communi- 
cations Commission today that it 
hopes to expand its experiments 
with theater television in the New 
York City area. 

In a periodic report on its re- 
search, the firm said that it would 
like to install relay equipment in 
“many” of New York’s larger the- 
aters. 

Theaters involved in the test 
would be from a group of 70 which 
are capable of seating more than 
2,000 persons each. Paramount 
did not indicate the scope of the 
proposed test. 

It told FCC, however, that the 
experiment could not go ahead 
unless it has assurance that radio 
relay facilities will be available. 
The firm said it is “impractical” 
to rely on telephone company lines. 

Paramount's progress report said 


16—Para-. 


theater TV showings during the 
recent football season demon- 
strated that the ordinary 6 m.c. 
TV channels are inadequate for 
large screen reproduction. 


John Cowles Tells Stand 
on Foreign Policy to BNF 


U. S. and UN forces evacuate 
Korea, an early peace settlement 
with Japan, and the rapid addition 
of U. S. and British combat forces 
to western Europe defenses were 
advocated Wednesday by John 
Cowles, chairman of the board of 
the Des Moines Register & Tribune 
Co., Cowles Magazines and Cowles 
Broadcasting Co. 

About 500 midwestern business 
leaders heard Mr. Cowles’ talk, 
given at a dinner meeting in Chi- 
cago in honor of the board of di- 
rectors of Brand Names Founda- 
tion. 


Admiral to Supply TV Sets 

Admiral Corp., Chicago, and Ho- 
tel Radio Corp., Detroit, have 
signed an agreement whereby Ad- 
miral will supply television sets 
for rental use in hotels throughout 
the nation. 


Walter Wade, 59, 
Wade Agency Chief, 
Dies After Collapse 


Cuicaco, Jan. 17—Walter A. 
Wade, 59, executive vice-president 
of Wade Advertising Agency, died 
yesterday morning following a 
sudden collapse at his home the 
previous evening. 

Mr. Wade, long active in Chi- 
cago advertising circles, was born 
in Elkhart, Ind., July 3, 1891. He 
entered the advertising business in 
1915, when he joined Wade Ad- 
vertising Agency, which had been 
founded by his father, Albert G. 
Wade, in 1909. , 

Walter Wade became interested 
in media work following his ap- 
prenticeship in the agency, and 
later concentrated his efforts on 
building a coverage pattern for 
Miles Laboratories, using radio 
shows designed to reach the rural 
audience. 

Among the early Miles radio 
programs were “Songs of Home 


YOU'VE GOT TO 


Today, you need a lot more power be- 
hind your sales effort in Baltimore than 
you needed 10 years ago. Baltimore's 
a lot bigger — and to realize your bigger 
sales potential you've got to use the most 
effective tools at your disposal. For 
example, you've got to use Baltimore's 
biggest evening circulation, the Baltimore 


ACT BIG 


News-Post. 


* ABC City Zone based upon 1950 
Census ond 1947 Census Surveys 
for Metropolitan district and state. 


T0 


SELL BIG 


IN BIGGER BALTIMORE 


196,795 City Zone 


cost (total net paid, 


Baltimore is a lot richer—as well as being 
28°~ bigger in family population than in 
1940. It has had the greatest increase in net 
effective family buying income of all the 
country’s major cities. With the News- 
Post you get the greatest coverage of any 
single daily newspaper (60%). You reach 


families* at a single 
226,467). 
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Sweet Home” and “The Hoosier 
Editor.” In 1933, Miles signed to 
sponsor the “Alka Seltzer National 
Barn Dance,” which started with a 
three-station hookup and later be- 
came one of the outstanding Satur- 
day night attractions on the NBC 
network. 


@ Still later, Mr. Wade bought the 
Alec Templeton variety show on 
NBC and, in 1940, while looking 
for a summer replacement for 
Templeton, the agency heard “Quiz 
Kids” and Miles signed the show, 
which has since become a radio 
perennial. 

Throughout Mr. Wade's long as- 
sociation with the agency, he dem- 
onstrated a faith in the efficacy of 
radio, and later television. Other 
shows handled by Wade were 
“Lum and Abner” and “News of 
the World.” In 1950, Miles Labor- 
atories was listed among the top 
ten radio and TV advertisers. 

Mr. Wade is survived by his 
widow, a daughter and a son, Al- 
bert G. (Jeff) Wade II, who has 
been radio director of Wade Ad- 
vertising Agency, as well as by his 
father, who is president of the 
agency. 


GUY I. BURCH 


WASHINGTON, Jan. 15—Guy Irv- 
ing Burch, 51, founder and director 
of Population Reference Bureau 
here, died Jan. 13 of heart disease. 
Born in Clayton, N. M., he founded 
the Population Reference Bureau 
in 1929 and had been its director 
since that time. 


STANFORD H. MOSES 


Cuicaco, Jan. 16—Funeral serv- 
ices were held yesterday for Stan- 
ford H. Moses, for seven years 
with Standard Rate & Data Serv- 
ice, Chicago. 

Mr. Moses, who had been ill 
with a heart ailment for two 
months, died suddenly while on 
an errand Friday. He was the 
youngest captain in the Marine 
Corps in World War I. Surviving 
are his widow and two daughters, 
a granddaughter, his father, Lionel 
Moses, vice-president of Parade 
Publication, and his mother. 


THOMAS F. CLARK SR. 

New York, Jan. 17—Thomas 
Francis Clark Sr., 70, retired pres- 
ident of Thomas F. Clark Co., 
newspaper representative, died 
yesterday at his home in Manhas- 
set. 

Born in Jersey City, Mr. Clark 
began his career with the Ameri- 
can Press Assn. as an office boy 
at the turn of the century. After 
several years he joined the old 
New York Evening Mail’s sports 
department, and later rejoined the 
American Press Assn. as an ex- 
ecutive in its photographic divi- 
sion. He organized his own com- 
pany in 1922. When he retired last 
March, his son, Thomas F. Jr., suc- 
ceeded him as president. 


WARD H. GOODLOE 


San Francisco, Jan. 17-—-Ward 
H. Goodloe Jr., 42, member of the 
local advertising staff of The 


American Weekly, was among 10 
victims who perished yesterday in 
the fiery crash of a Northwest Air- 
lines plane at Rearda, Wash. 

Mr. Goodloe was a native of St. 
Louis and a graduate of the Uni- 
versity of Missouri. He was a 
lieutenant commander in the Navy 
during World War II. 


Jack Benny Sets TV Date 

Jack Benny will make his sec- 
ond television appearance for 
Lucky Strike at 7:30 p.m., EST, 
Jan. 28, over CBS. Mr. Benny, 
a radio regular for American To- 
bacco, will pre-empt the time nor- 
mally devoted to “This Is Show 
Business,” a video regular for 
Lucky 


Atterbury Joins Buchanan 

John W. Atterbury has joined 
the San Francisco office of Buch- 
anan & Co. as art director. 
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Dairy Group Plans 
to Boost Ice Cream 
Sales in February 


Cuicaco, Jan. 17—An advertis- 
ing drive for cherry vanilla ice 
cream and fig cookies is scheduled 
for February and March, under 
cooperative sponsorship of the 
American Dairy Assn., National 
Biscuit Co., the International Assn. 
of Ice Cream Manufacturers, the 
National Fig Institute and the Ice 
Cream Merchandising Institute. 

American Dairy Assn. will use 
full-color copy in the Feb. 27 
issue of Look and the March issue 
of Better Homes & Gardens. Na- 
tional Biscuit Co. is expected to 
support the fig cookies and ice 
cream - of - the - month promotion 
through its regularly scheduled 
newspaper, magazine and radio 
advertising. In addition, company 
salesmen will build related item 
food displays in cooperating retail 
stores. 


@ The Ice Cream Merchandising 
Institute is furnishing posters and 
other point of sale material for 
use by food retailers. 

Purpose of the promotion is to 
move up the opening of the ice 
cream season from April to Feb- 
ruary. A similar campaign last 
year is credited with moving up 
the warm weather demand for ice 
cream by 60 days, from June to 
April. 

Foote, Cone & Belding places 
ADA advertising. National Biscuit 
Co. is handled by McCann-Erick- 
son. 


Kentile Plans Campaign 


Kentile Inc., Brooklyn, will push 
its professionally-installed floors 
this year with ads in American 
Home, Better Homes & Gardens, 
Ladies’ Home Journal, The Satur- 
day Evening Post, Small Homes 
Guide and Woman’s Home Com- 
panion. It will use the following 
to boost self-installation floors: 
Country Gentleman, Parade, Pop- 
ular Mechanics, Popular Science 
and This Week Magazine. Business 
papers also will be used. The cam- 
paign starts in February and most 
magazines will carry half pages 
in four colors. Ruthrauff & Ryan, 
New York, is the agency. 


‘Food Buyer’ Launched 


The first issue of Food Buyer, 
published by Food Sales Publish- 
ing Co., New York, made its ap- 
pearance the second week of Jan- 
uary. The monthly is pocket-size, 
with content composed largely of 
condensed news, foreign and dom- 
estic trade opportunities, new 
products news, and similar mater- 
ial for wholesaler executives. Fea- 
tured was a summary of trade fore- 
casts for 1951. Albert Coleman is 
editor, and Harry Davis advertis- 
ing manager. 


‘Seventeen’ Adds Ruth Kadel 


Ruth Kadel, formerly a fashion 
coordinator at Associated Mer- 
chandising Corp., has joined Sev- 
enteen, New York, as assistant to 
Frances Hodges, director of mer- 
chandising services. 
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America's Best Consumer garden magazine 

America’s Biscest Circulating garden 

magazine is now a member of the 

Aucit Bureau of Circuiation | 
BLOWER GROWER 


Circulation Total net paid 232,919 | 
(first six months 1950 average) | 


452,760 
highest weekday circu- 
lation in Michigan! 


560,158 

highest Sunday trad- 
ing area circulation! 
A.B.C. figures for 6- 


month period ending 
Sept. 30, 1950 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A.H.KUCH Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 


Detroit’s factories poured forth a veritable mountain 
of goods in 1950, valued at more than 10 billion dollars, 
accounting for almost 5% of the nation’s industrial vyol- 
ume! Factory wage rates soared to $75 weekly average, 
and retail sales climbed to well over 3 billion dollars — a 
far greater gain than the national average. 

Whether it works for peace or for preparedness, 1951 
promises to be another BIG BUSINESS year for Detroit, 
with its limitless manufacturing capacities and skilled 
manpower. 

Strongest single selling force in the fabulous Detroit 
market has always been THE NEWS. That is reflected by 
its total linage — practically as much as both other Detroit 
papers combined—and its INCREASE in linage leadership 
in 1950. 

You can do an effective, economical selling job in 
Detroit through THE NEWS alone! 


The Detroit News 


owners ond op of radie stctions WWJ, WWJ-FM, WWI-TV 
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WKRC Finds Adclub ' 
Party Prizes Can 
Lead to Headaches 


CrncinnaTI, Jan. 16—If radio 
station managers don’t want to 
plug competitive stations on their | 
own 4airlanes, they apparently will | 
have to find something other than 
one-minute commercials to con- 
tribute as prizes to adclub Christ- 
mas parties. 

Station WKRC generously pro- 
vided the entertainment at the 
Christmas meeting of the Adver- 
tisers Club of Cincinnati and 
awarded—among other prizes—a 
free commercial on the station. 

Winner of the free plug was} 
Fran Walter who, it developed, is a | 
promotion 


copywriter at WLW.) 
Executives of WKRC immediately | 
considered the possibility of work- | 
ing out some type of rebuttal | 
should WLW use the time spot | 
to boost WLW programs. 


a However, WLW decided to de- 
vote the time to promote its Cin- | 
cinnati Summer Opera Aria Audi- | 
tions, a new program series now in | 
the works—and WKRC officials 
breathed a sigh of relief 
The incident parallels a similar 
occurrence a year ago when Sta- 
tion WTOP, Washington, offered a 
Class A station break as one of the 
door prizes at the annual Washing- 
tom adclub shindig. Norman Reed, 
pr@gram director of WWDC, won 
time spot. 
owever, WWDC later put up 
$1260 in pennies as a prize at a 
regular adclub luncheon to plug 
the station’s new frequency and— 
yo@ guessed it—the prize was won 
WTOP executive 


Join Arndt Agency 
ith C. Little, formerly with 


Eagle A. Buckley Organization, 
Philadelphia, has joined the copy | 
st of John Falkner Arndt & Co.. | 


adelphia. John Harvey, for-| 
mefiy public relations representa- 
tiv@ of the Naval Supply Center, 
Nogfolk, Va., also has joined the 
Arfidt agency. 


GE Transfers Trefethen 


Blis M. Trefethen has been ap- 
poipted assistant to the advertis- 
ing manager of the electronics de- 
pagtment of General Electric Co., 
Syfacuse, N. Y. He was formerly 


publicity representative for GE in 
Waghington 
— ’ 


Appointed by 


Ruberoid 


FE. J. O'Leary has been appointed 
general sales manager of The Ruber- 
oid Company, New York, manufae- 
turers of asphalt and asbestos building 
materials. He is one of 268,873 daily 
Wall Street Journal readers from 
coast-to-coast. To reach men who are 
stepping up in business, advertise in 
America’s Only National Business 
Daily. 


(ADVERTISEMENT) 


Beacon Agency Formed 
Beacon Agency Inc., a new ad- 


_vertising, public relations and pro- 


motion agency, has been formed 


| in Philadelphia, with offices in the 


Western Saving Fund Bldg. Joseph 
P. McLaughlin, formerly public re- 
lations director of Thomas J. La- 
Brum & Associates, Philadelphia, 
has been named president. Others 
with the new agency are: John J. 
McLaughlin, formerly with Neal 
Ivey Agency, Philadelphia, and 
Suzanne Roberts, who will head 
the agency’s radio and television 
department. 


To Air ‘Faith tor Today’ 


Voice of Prophecy Inc., Wash- 
ington, has signed with KECA-TV, 
Los Angeles, and KGO-TV, San 
Francisco, for sponsorship of 
“Faith for Today,” half-hour Sun- 
day program. The series started 
Jan. 21 from 12:30 to 1 p.m. asa 
live telecast on KECA-TV. The 
entire Los Angeles program will be 
Vitapix recorded for release two 
weeks later in San Francisco. The 
agency for the religious organiza- 
tion is Western Advertising Agen- 
cy, Los Angeles. 


Conway Appoints Casmir 


Casmir Advertising Co., New 
York, has been retained to han- 
dle the advertising of Alban Con- 
way Inc., New York, interior de- 
signer. 


CBS Appoints John Meyers 
John F. Meyers, formerly an 
artists representative with Music 
Corp. of America, has joined Co- 
lumbia Broadcasting System’s net- 
work program department in 
Hollywood as an assistant in bus- 
iness affairs. He will work with 


Advertising Age, January 22, 1951 


Kenneth L. Yourd, director of bus- 
iness affairs, and Martin Leeds, 


assistant director of business 
affairs. 
Smith to Order of DeMolay 


Erle Smith, who for the past 15 
years has been managing news edi- 
tor of KMBC, Kansas City, Mo., 
has resigned to become director of 
public relations for the Order of 
DeMolay, Kansas City, effective 
March 1. Mr. Smith also will su- 
pervise the DeMolay magazine, 
“Cordon.” 
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Disposable Income of Factory Workers 


Far Above Prewar and Wartime Levels 


New York, Dec. 28+-Although) july, 1950, amounted to $59.02 for | b 
weekly take-home pay is 3% to| 49.4 hours of work, the report says. | 
5% below wartime highs, the) tn January, 1941, pay for 39 hours 


weekly pay check of a married | 
factory worker with two children, | 
even after higher taxes and the 
postwar rise in living costs, now 
commands 27% more goods and 
services than it did in January, 
1941, according to an analysis by 
the National Industrial Conference | 
Board. 

For the average employer, the 
analysis points out, the past decade 
has meant higher labor costs in 
terms of increased wage rates 
both for productive time and for 
time not worked. Supplementary 


averaged $26.64. “The pay check 
has risen 122% since prewar, al- 
though the work-week is only 1.4 
hours longer.” Living costs as 


noted above have increased 71% in } 


the same period. 

In mid-1950, a single worker 
earned about $51 a week after 
taxes, as compared with net earn- 
ings of $25.41 in January, 1941, 
and $39.40 in January, 1945, the 
wartime peak, the board says. 
“Current disposable earnings of a 
married worker with two children 
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Bakery Sales Up 4% in 1950; Wholesalers 
Set Aside More of Income for Advertising 


Cuicaco, Jan. 17—Dollar volume 
of bakery sales was up by 4% in 
1950, but profits were down an 
average of 1.2%, according to the 
19th annual survey of baking just 
released by Bakers’ Helper. 

White bread tonnage was 2.8% 
higher than in 1949, sweet goods 
(rolls, coffee cakes, etc.) produc- 
tion was up 1.6%, specialty bread 


appropriations rose sharply—from 
48% in 1949 to 59% in 1950. The 
amount of money spent on adver- 
tising also took a small upturn. 
tonnage rose by 2.6%, pie produc- | This year the percentage of gross 
tion was higher by 0.2% and the sales set aside for advertising aver- 
demand for doughnuts was greater aged 2.99, as compared to 2.7% 
by 48%. Only cake production | in 1949. 
slipped downward in 1950, by an| Wholesale bakers are also ex- 
average of 3.5%. Most bakers put/ panding their merchandising pro- 
the blame on prepared mixes. grams for dealers, to include such 
sales helps as point of sale mate- 
e The number of wholesale bakers | rials, radio and outdoor advertis- 
having a set plan for advertising! ing, menu riders, backbar stream- 


merchandising and research direc- 
tor. Carl H. Hendrickson Jr., re- 
store improvement manuals, metal | S¢arch director for the past seven 

years, has been advanced to the 
—t a oe ee | account service staff. Mr. McCau- 
om, SER One ley was formerly merchandising 

Copies of the eight-page survey | executive of Ruthrauff & Ryan. 

and latest census figures on the 


—— —— an A rea = Mission Enters New Field 
request from Dakers ecper, Mission Dry Corp., Los Angeles, 
W. Adams St., Chicago 3. | manufacturer of bottlers’ bases for 
| Mission orange and other carbon- 

Mathes Agency Appoints Two ated beverages, and fountain bev- 
Tom K. McCauley has joined J. erage bases, has announced its en- 
M. Mathes Inc., New York, as_ try into the institutional field with 
a 46-ounce can of Mission concen- 


ers for restaurants, direct mail, tie- 
in promotions with other foods, | 


the one group specifically elite 
That's TRUE Story Was 


“TSWG magazines than in all 18 other | 
bined — almost a third of a million d 
for See nee 
patoed to sie 


trated California orange juice, 

which is reconstituted to orange 
juice with the addition of water in 
proportions of three to one. A trade 
campaign is planned. 


Plastics Group to Meet 

The reinforced plastics division 
of the Society of the Plastics In- 
dustry will hold its sixth annual 
technical session Feb. 28-March 2 
at the Edgewater Beach Hotel, Chi- 
cago. Coincidental with the session 
will be a display of new and un- 
usual products and product com- 
porenis developed of reinforced 
plastics material. 
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The Appleton Post-Crescent 


is the only paper in Wisconsin 
offering ALL these Services FREE: 
70% Dealer Tie-in Guarantee on 
Grocery items — Twice Weekly 
Dealer Contacts—Up-to-Date Gro- 
cery, Drug and Liquor Route Lists. 
An Annual Consumer Buying 
Habit Study with Store Distribu- 
tion Check! WRITE WIRE or 
PHONE Collect To- 


WE ARE REALLY GROWING! 
APPLETON’S ABC City Zone Market Now 


81,070 


(1950 Preliminary Census) 


Advertising Age, January 22, 1951 


‘Food Marketing’ Printed by McGraw-Hill; 
Walter Weir Discusses Advertising Aspects 


New York, Jan. 17—“With more 
than two-thirds of all food prod- 
ucts now sold through self-service 
stores, where the possibility of 
substitution by a friendly or inimi- 
cal clerk is eliminated entirely, the 
importance of advertising in food 


marketing is greater than ever be-| 


fore, and no manufacturer or proc- 


essor who hopes to build and main- | 
tain a successful business can af-| 


ford to overlook it.” 


That is the conclusion of Walter | 


of Safeway Stores, writes on na- 
tional chains; Lansing P. Shield, 
president of the Grand Union Co., 
discusses regional chains; Patsy 
D’Agostino, past president, Na- 
tional Assn. of Retail Grocers, tells 
why independents are on the band- 
wagon; supermarkets are discussed 
by William H. Albers, president, 
Albers Super Markets; Campbell 
Stewart, general manager, Certi- 
| fied Grocers of California, tells 
how and why some retailer-owned 
wholesalers thrive. 


g; ; 4th LARGEST (and darn near the 3rd Largest) Weir, president of Walter Weir 
§ — i o 
<4 day for Details In addition, a number of well- 


. H Inc., in a new symposium, “Food | 
GEN’L ADVT. DEPT. it CITY ZONE MARKET in WISCONSIN! Marketing,” edited by Paul Sayres,| known merchandising experts, in- 


POST-CRESCENT. 


president of Paul Sayres Co., food 
broker, published today by Mc- 
Graw-Hill Book Co. 

Each of the book’s 22 contribu- 
tors covers a phase of food mar- 
keting. Lingan Warren, president 


reporter is the city editor’s | 


. TT ” 
a 


dustrial designers, sales managers 
and others present various view- 
points on food marketing problems. 


s “People are funny about food,” 
Mr. Weir writes. “They have cur- 
ious likes and dislikes concerning 
| it, and usually these likes and dis- 
| likes are not only strong but deep- 
seated, many of them carrying 
back to childhood. Hence, no doubt, 
the oft-repeated references by food 
advertisers to ‘homemade’ and ‘just 
like mother used to make’.” 
During the 1920s, Mr. Weir 
points out, the criterion of good 
food advertising was that it be ap- 


i. petizing. In the °30s, with the de- 
E velopment of readership studies, 
‘a . the emphasis shifted to so-called 
4 “service” advertising, and the re- 
a cipe came into its own. During the 


sa 
ee a a 


ete ist Me See 


fi: 


but 


Reporter is the paper 


both work for 


A Reporter reporter reported that the Reporter could 
Sounds like double-talk, 
but the meaning is clear. It’s clear because capital and 


use an experienced reporter. 


lower-case initials are used properly. 


When you refer to Coca-Cola by its friendly abbrevi- 
ation, Coke, your meaning is clear only if you use a 
capital “C."’ Coke is a proper name—a synonym for 
Coca-Cola. And correct usage calls for the capital 
initial always. With a lower-case initial, the word 
stands for something else entirely. 


Also, Coke is a registered trade-mark. Good practice 
requires the owner of a trade-mark to protect it dili- 


THE COCA-COLA COMPANY 


Ask for it either way 
... both trade-marks 
mean the same thing. 


gently. So, for this reason as well as to encourage clear 
usage and proper usage, we keep asking you to write 
Coke with a capital ‘“*C’’—please. 


Cau 


REG US Pat 


Coke 


REG. US, PAT OFF. 


late 40s, when consumer resistance 
stiffened under high prices, in- 
ducements were offered. There was 
a rash of contests, 1¢ sales and 
other value-giving and money- 
saving come-ons. 


@ In general, however, Mr. Weir 
says, “premiums work best on low- 
cost impulse items, notably break- 
fast cereals. On high-cost consid- 
ered items, their influence could 
be expected to be considerably less. 
People of all ages, however, are 
surprisingly choosy about the pre- 
miums they will accept, and it is 
good strategy to test the accept- 
| ability of a premium in a selected 
market or through special re- 
| search before using it on a broad 
scale. 

“This caution should also be 
exercised,” he warns, “in the se- 
lection of a general advertising 
theme. With modern research tech- 
| niques, it is no longer economically 
sound for an advertiser or his agent 
to pick a theme or a reason for 
purchase on how effective he con- 
siders it to be. It may be fun to 
|match wits with the public, but 
| it’s considerably more profitable to 
know, in advance, what actual 
public reaction is likely to be.” 

Mr. Weir gives a number of case 
histories to demonstrate his points. 
He discusses types and prepara- 
tion of advertising for specific 
markets, media and other pertin- 
ent aspects of his subject. 


Elects Reed Publisher 


William Robinson Reed has been 
elected publisher of the Daily Ga- 
zette, Taunton, Mass., succeeding 
his father, the late William Hale 
Reed. Milton Reed has been pro- 
moted from the advertising staff 
to assistant to the publisher and 
assistant treasurer. James Borden, 
in the circulation department, has 
been promoted to the advertising 
staff. 


Erskine Mfg. Names Lavin 


Barney Lavin Inc., Fargo, N. D., 
has been appointed to handle the 
advertising of Erskine Mfg. Corp., 
Erskine, Minn., manufacturer of 
Champion Berger rotary snow 
plows. Farm papers, business pa- 
pers and radio are being used in a 
seven-state market. 


Bahamas Board Names Chenea 
V. E. Chenea, a former vice- 
president of Pan American World 
Airways, has been named general 
manager of the Bahamas Develop- 
ment Board, Nassau, Bahamas. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, Jan. 15—Federal 
Reserve Board figures on depart- 
ment store sales during the first 
week of January suggest that a 
ground swell of consumer buying 
is making itself felt. 

Normally, sales drop from an 
index figure of about 575 in 
the week immediately preceding 
Christmas to an index figure of 
200 to 250 in the first week of 


DEPARTMENT STORE 


_ SALES INDEX: 


15.39 EQUA 


S$ 100 


Week to Jan. 6, '51*....p285 
Week to Jan. 7, '50*....205 
Week to Dec. 30, '50*....237 
Week to Dec. 31, '49*....197 
Month of Nov., '50*....p356 
Month of Nov., '49*....340 


pPreliminary. 
*Not adjusted seasonally. 


the following year (1935-39 equals 
100). 

This past Christmas, however, 
department store dollar volume 
soared to a record 639 on the index 
and, instead of dropping to the 
normal 200 or 250, stopped at 285. 

On the year-to-year comparison, 
sales during the first week of '51 
were 39% above sales in the same 
week of '50. No city or district re- 
ported a gain of less than 16%. 

Largest increase was a spectac- 
ular 80% rise in Memphis, fol- 
lowed by a 75% gain in Little 
Rock and a 73% rise in Akron. 
Greatest gain among the districts 
was the 58% increase repurted by 
the St. Louis district. The Cleve- 
land area (up 56%) and the Bos- 
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Rochester .... 


Philadelphia .................. 


Cleveland District .. 
Akron 
Cincinnati .. 
Cleveland . 
Columbus 
Toledo ..... 
Erie ome 
Pittsburgh ............. 
Richmond District .. 
Washington .......... 
Baltimore ....... 
Atlanta District 
Birmingham ... 
iami - 
Atlanta 
New Orleans 
Nashville . 
Chicage District .. 
Chicago ... 
Indianapolis 


Milwaukee 
St. Louis District 
Little Rock 
Louisville 
St. Louis 
Memphis . . 
Minneapolis District 
Minneapolis 
St. Paul 
Ke 4 | 4 Duluth-Superior 

6 + 4) Kansas City District 

6 0 35| Denver 

s—4 se| Wichita 

6 al 73 Kansas City 

B 2 63 St. Joseph 

8 —10 47 Oklahoma City 

3-10 43 ulsa 

45 13 55 Dallas District 

9 5 52 | as 

8 —19 58 Fort Worth 

4 2 27| Houston 

5 al 25 San Antonio 

2 3 30 San Francisco District 

7 ™“ 30 Los Angeles Area 

8 12 29 Oakland 

9 19 28 San Francisco 

10 B 41 | Portland 

3 0 *| Salt Lake City 

. 1 . | Seattle 

6 16 35 | 

3 8 23 | rRevised. 

6 7 69 ' *Data not available. 
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WTV] Appoints Three 
Edwin C. Derryberry, formerly 
promotion and commercial mana- 


ss ger of WWPB, Miami, Fla., and 


Stuart D. Allen, formerly an ac- 
count executive of WWPB, have 
joined WTVJ, Miami, as account 
executives. Ruth L. Ratny, former- 
ly a radio-television writer for Le- 
Vally Inc., Chicago, has joined 
WTVJ as a copywriter in the pro- 
gramming department. 


Northern Electric Names 2 


T. C. Clarke, Alberta-British 
Columbia district manager of 
Northern Electric Co., has been ap- 
pointed general sales manager of 
the company’s general sales divi- 
sion, with headquarters in Mont- 
real. C. E. Woolgar, wire and cable 
sales manager, has been named to 
succeed Mr. Clarke. Both appoint- 
ments are effective Feb. 1. 


Three Appoint Gotf Agency 

R. W. Goff Inc., Cranston, R. L., 
has been appointed to handle the 
advertising of Sunlight Chemical 
Co., Philipsdale, R. I.; Steel Sales 
& Service Inc., Lonsdale, R. L., and 
Crisloid Plastics Inc., Providence. 


Labunski Joins KCMO 

Stephen B. Labunski has joined 
the AM sales staff of KCMO, Kan- 
sas City, Mo. He formerly acted 
as a congressional assistant in 
Washington. 
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— Half of the Married People 
inthe KFAB Area are Women 


ton district (up 54%) were not far, 


behind. 

The upsurge in buying is cred- 
ited to “near perfect shopping 
weather combined with highly suc- 
cessful seasonal ‘white goods’ 
sales” in the St. Louis area and to 
“clearance sales...and the fear 
that goods would get scarcer” in 
the Chicago district. 

The Department of Commerce 
estimates that sales of service and 
limited function wholesalers were 
$6,871,000,000 in November, 1950, 
as compared with sales of $5,904,- 
000,000 in November, 1949. Inven- 
tories in November of 1950 were 
$8,052,000,000, as compared with 


$7,019,000,000 in November, 1949. 
% Change from 
Previous Year 


Jan. Mo. Wk. 

Federal Reserve te eof Jan 
District and City Oct. Nov. 6 
UNITED STATES 6 3 39 
Besten District . 3s; -2 MM 
New Haven 1 4 su 
Boston $3 -«§ 65 
Springfield .. 0 5 40 
Providence . 3 4 32 
New York District x 1 31 
Newark 4 1 x 
Buffalo 1 7 33 
New York 1 —1 28 


The New COURIER 


REACHES OVER 


1,500,000 necroes 


For Even Greater Impact On 
Rich 15 Billion Dollar Market 


Yes, the Courter leads in the Negro field be. | 
cause it has never stopped _ 
nging new, exciting, significant ad- 
ts constantly 


strengthen its grasp on the Negro 
ided 2 great new 


Yes — half of the married people are women — BUT, 81% of all the radio 
listening is by women, both daytime and nighttime. Furthermore, women 


BY HARRY BURKE 
General Manager 


are the motivating force behind 92% of ALL purchases. 


This is one of the biggest reasons why radio is the best advertising medium 
today. The people you must sell, to make profitable sales, are women. They 
are the ones you can reach easiest, most often and at least expense. 


In KFAB’s great ‘‘Midwest Empire,” according to recent reports from Hooper 
and Conlan, more women listen to KFAB than any other radio station. 


It is non-sense that ‘half of the married people are women’’—BUT, non- 
sense-that-makes-sense because women are your largest group of listeners 


and your best prospects. 


KFAB offers you this year’s audience at this year’s price. Let us submit pro- 
gram ideas and availabilities to help you sell more women. 
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Ballard Buys Into KFDA 


John G. Ballard, a vice-president 
of the Nunn Stations, has pur- 
chased an interest in Station 
KFDA, Amarillo, Tex., and has 
assumed the management of the 
station, which is one of the Nunn 
properties. Bill Fairley, who has 
been with KFDA for a number of 
years, will remain as station man- 
ager. 


To Guild, Bascom & Bonfigli 


Corn Belt Hatcheries, Joliet, I11., 
has named Guild, Bascom & Bon- 
figli, San Francisco, as its agency. 


| Aubrey to Join KTSL 


James T. Aubrey, Columbia Pa- 
cific Network account executive in 
Hollywood, will join the sales staff 
of KTSL, Los Angeles, on Feb. 5. 
Roland Kay, KNX Housewives 
Protective League merchandising 
manager, will replace Mr. Aubrey 
on the Columbia staff. 


Appoints McCann-Erickson 

McCann-Erickson, San Francis- 
co, has been named to handle radio 
and television advertising for Hale 
Bros., San Francisco department 
stores. 


| Cottrell Paper to Metcalf 


Cottrell Paper Co., Fall River, 
Mass., manufacturer of electrical 
insulating papers, has named 
George T. Metcalf Co., Providence, 
R. I, to direct its advertising in 
1951. Trade publications will be 
used. 


‘TV Digest’ Names Keeney 

Jim Keeney, a free-lance public 
relations counsel, has been named 
publicity and sales promotion man- 
ager of TV Digest, Philadelphia 
area television program and fea- 
ture magazine. 
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| The Creative Mans Corner 


“Make it easy for the reader” ought to be set down as a 
cardinal rule in advertising—just as it is in the editorial 
world. 

People who write for and edit magazines strive constantly 
to make their message as easy to get as possible. But for 
some strange reason, advertising people seem to strive to 
clutter things up and deviate as far as possible from editorial 
practice—even though they admit, time and again, that 
they are competing for attention with editorial matter. 

These two ads provide two good examples and a case in 


ig 


te 


1. Milwaukee Journal (E & S) 
2. Chicago Tribune (M & S) .. 
3. Los Angeles Times (M & S) 
4. New York Times (M & S) 
5. Washington Star (E & S). 
6. Detroit News (E & S)..... 
7. Miami Herald (M & S).. 
8. Baltimore Sun (E & S) 
9. Philadelphia 
10 
11. New York News (M & S).. 
12. Dallas Times-Herald (E & S) 
13. 
14. Cleveland Plain-Dealer (M & S) 
15. Akron Beacon-Journal (E & S) 
16. 
; 17. St. Louis Post 
i 18. Philadelphia Bulletin (E & S)..... 
19. Dallas News (M & S) ; 
€ 20. Dayton News (E & S) 
‘ : 21. Indianapolis Star (M & S) 
: 22. Newark News (E & S)... 
4 ‘ 23. 
24. Toledo Blade (E & S).. 
x 25. Birmingham News (E & S).. 
26. Los Angeles Examiner (M & S) 
27. Columbus Dispatch (E & S) 
3 28. 
29. 
é 30. Boston Herald (M & S) .. 
3 31. Cincinnati Enquirer (M & S) 
ee 32. Oakland Tribune (E & S)....... 
33. Denver Post (E & S).... 
34, 
35. 
¥ 36. Pittsburg Press (E & S)..... 
. 37. Cleveland Press (E). 
38. Houston Post (M & S).. aay 
39. Louisville Courier-Journal (M & S) 
40. Buffalo Evenina News (E) 
41. Seattle Times (E & S).. 
42. 
43. Washington Post (M & S) : 
44. San Francisco Examiner (M & S) 
45. 
46. 
47. Nashville Tennessean (M & S) 
48. 
49. 
50. 


Atlanta Journal & Constitution (E & S) 


Memphis Commercial-Appeal (M & S) 
Syracuse Herald Journal & American (E & S) .. 


Washington Times-Herald (D & S) ; 


Fort Worth Star-Telegram (E& S) .. 
Baltimore American & News-Post (E & S)......... 


San Antonio Express (M & S)....... 
Younastown Vindicator-Telesrom (E & 
New York Herald Tribune (M & S) 


Total Advertising of the First Fifty Newspapers 
(Both six-day and seven-day papers) 


Inquirer (M & S) . 


. HOUSTON CHRONICLE (E & S)... ae ey 


New Orleans Times Picayune & States (M & S).... 


Minneapolis Star & Tribune (E & S)............. 
-Dispatch (E & S) 


St. Paul Pioneer Press & Dispatch (E & S). . . 
Rochester Democrat & Chronicle (M & S).. 


Bbsikcevexs 


.... 17,858,726 


LINES 
36,645,000 
35,382,698 
32,682,393 
32,216,520 
31,545,939 
30,427,793 
29,631,876 
29,446,341 
29,409,138 
... 29,221,774 
29,002,691 


.... 28,022,012 


27,938,590 
. 26,383,401 
26,039,965 
25,862,948 
25,788,672 
24,970,929 
24,603,382 
24,324,123 
24,179,769 
24,053,834 
23,900,008 
.. 23,829,502 
. 23,465,723 
23,450,775 
.. 23,099,003 
.. 23,053,503 
. 22,240,772 
. 22,225,631 
21,494,080 
. 21,392,808 
20,934,269 
.. 20,406,250 
.. 20,309,485 
. 20,286,560 
20,163,726 
20,094,796 
20,068,461 
20,046,197 
.... 19,907,504 
18,863,322 
18,818,095 
ere 18,716,498 , 
18,544,107 
18,504,598 
18,137,849 
17,904,900 


17,853,419 


If you want to sell the great and growing Houston market 
at lowest cost — use the one paper that has proved and 
demonstrated its leadership for 38 consecutive years. 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 


National Representatives 


FIRST IN HOUSTON IN CIRCULATICN AND ADVERTISING FOR 38 CONSECUTIVF YEARS | 


point. The Weldwood ad, except for the coupon and the sig- 


nature, might well be an editorial article. The Masonite ad, 
on the other hand, even without the coupon and the signature, 
says quite definitely that it’s out to sell you Masonite, come 
what may—and does it the hard way. 

People definitely buy magazines for their editorial content. 
So it would seem that advertisers would take a tip from the 
magazines themselves, and present their product pretty much 
as the magazine would present it. In fact, most advertisers 
would sacrifice a right eye-to get an editorial break for 
their product—yet, when they prepare an advertisement, 
they seldom sacrifice the old copy and art cliches that for 
years have made advertising a thing apart in most publica- 
tions. 
| The ol’ advertising mind sure is a complex thing to fathom. 
| Or maybe clients don’t make the best of all possible editors. 


‘Beam Distilling Slates Largest Promotion 


Se ee eee 


for’51; Schedules New Theme, Trademark 


| Cutcaco, Jan. 16—James B. 

Beam Distilling Co. has set 1951 
| as the biggest sales promotion year 
| in Beam history. With the addition 

of new distributors throughout the 

country, the company is launching 
}a greatly increased advertising 
| program, including magazines, 
| newspapers, outdoor and point of 
| sale. 

Beginning in February, quarter- 
jand full-page two-color ads, for 
}its bourbon whisky, will run in 
| Collier’s, Esquire, Field & Stream, 
Fortune, Holiday, Look, The New 
Yorker, Sports Afield, Time and 
True. 

The ads will feature a new Beam 
| selling theme, “Know Your Bour- 
| bon...Stay on the Beam,” and a 

new trademark—a candle in a can- 
|dlestick of the 1795 era, when 
Beam was first offered to the pub- 
| lic. 
| 
| @ Newspaper copy, to be used on 
|a weekly basis in major markets, 
|will follow the company’s new 


dealers includes window displays, 
streamers and counter cards, all 
tying in closely with the magazine 
promotion. 

Arthur Meyerhoff & Co. here is 
the agency. 


To Push New Style Hosiery 


Mammoth Hosiery Mills, Phila- 
delphia, manufacturer of Puffin 
nylon hosiery, is slating national 
promotion of its Personalities 
stockings. Direct promotion to 
dealers will precede a consumer 
campaign scheduled for this spring. 
Introduction of the hosiery, which 
features individual monograms, 
was preceded last year by a test in 
the Midwest. Hening & Co., Phila- 
delphia, is the agency. 


RCA Service Appoints Hess 
Edgar W. Hess has joined RCA 
Service Co., Camden, N. J., as an 
advertising copywriter. He was 
formerly advertising manager of 
Liberty Distributors Group, Phila- 
delphia, a national hardware 
wholesalers association. 


| theme and trademark. The distil-| jack Munhall Joins B&B 


lery has budgeted an increased 
expenditure for outdoor, and will 
use posters and spectaculars 
throughout the country. 

Point of sale material going to 


Jack Munhall, formerly with 
Huber Hoge & Sons as radio-tele- 
vision director, has joined the pub- 
licity department of Benton & 
Bowles, New York. 
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Vending Machine 
Cigaret Sales 
Drop, Says ‘Vend’ 


Cuicaco, Jan. 17—Cigaret vend- 
ing machines and bottle “edict 
equipment, excluding penny bulk 
units, led 1950 sales and production 
in the automatic merchandising 
field, according to Vend’s annual 
census of the industry published 
this month. Total cigaret volume, 
however, was not as high as last! 
year's. 

Vend’s census, first published 
last year, is designed to indicate 
the growth of autqmatic merchan- | 
dising and determine its place in | 
modern distribution. } 

In comparing last year’s figures | 
with results obtained in the pres- | 
ent survey, Vend found that “pen- 
ny bulk units, bottle beverage and 
cigaret machines—in that order— | 
lead all other types of vending} 
machines in total number al 
duced and sold during 1950. 


es “Percentage-wise, impressive 
gains were made in relatively new 
equipment, notably cup soft drinks, 
coffee and ice cream.” The article 
declares that a factor in the growth | 
of these three fields was “the pro- | 
nounced determination of most 

established operators to diversify | 
their routes,” with many operators 

being in a position to offer loca- 

tions a package service including 

most major types of equipment. 

The census disclosed that the de- 
cline in cigaret volume was accom- 
panied by a slight increase in can- 
dy sales. Vend reports that ques- 
tions asked of operators “gave no 
direct clue to [reasons for] either 
the decline in cigaret or the in-| 
crease in candy. 

“Indirectly, however, the fact 
that machine prices of cigarets are 
now at an all time high may help 
explain the loss in package volume. 
The fact that the number of cigaret 
machines on location increased by 
some 39,000 may offer a partial 
explanation, since cigaret oper- 
ators believe the top-volume 


cigaret stops were covered prior to 


1950. 


s “Adding stops, then, would mean 
moving some equipment into low- 
er-volume or marginal locations 
which would bring the over-all 
average down. One or both of these 
factors may hold the answer to the 
decline in average sales per cigaret 
machine.” 

The number of cigaret machines 
in operation jumped from 364,000 
in 1949 to 403,000 in 1950. Total 
annual vending sales dropped dur- 
ing 1950 to about 2% billion packs, 
a loss of 32,448,000 packs, the sur- 
vey showed. Approximately 18% 
of total cigaret volume, according 
to cigaret manufacturers’ estimates, 
is accounted for by cigaret vending 
machines. 

Vend reports that cigaret opera- 
tors expect a further increase in 
prices during 1951, which may be 
attributed to increased taxes or 
higher wholesale lists. Also fore- 
cast is the possibility that super- 
markets may open “thousands of 
additional stops for cigaret units. 


e “Many supermarket managers 
are experimenting with operator- 
owned venders as a possible answer 
to the big grocery store’s headache 
in handling single package sales. 
Operators report supermarket vol- 
ume steady but not high. As the 
number of cigaret machines on lo- 
cation increases, operators and 
manufacturers must find ways of 
tapping similar low-volume stops.” 

Total sales of bottle beverages 
showed a slight loss, although the 
number of machines in use in- 


creased from 410,000 to 466,000. 


Total annual bottle vending sales 


in 1949 were 3,837,600,000, 
against 3,489,408,000 in 1950. 

The growth of cup drink vend- 
ing, however, “was phenomenal,” 
according to the survey. Total an- 
nual cup vending sales in 1949 were 
839,800,000; in 1950 the total was 
1,197,820,000, an increase of 358,- 
020,000. 


WGCD Appoints Cornwall 
Arthur Cornwall has been 
named manager of WGCD, Ches- 
ter, S. C. He succeeds Charles A. 
Thoman, who has been called to 
active duty with the Air Force. 


MacFarland Appoints Kral 


Pat Kral has been named space 
buyer of MacFarland, Aveyard & 
Co., Chicago. She joined the agen- 
cy two years ago. 


as, Fir Door Institute Elects 


Eberly Thompson, vice-president 
of M & M Wood Working Co., Port- 
land, Ore., has been elected presi- 

|dent of the Fir Door Institute. 

Other officers are: Charles E. Dev- 

| lin, general sales manager of Simp- 

| son Logging Co., Seattle, vice-pres- | 

| ident; J. P. Simpson, vice-president 

|}and general manager of Buffelen | 
Mfg. Co., Tacoma, secretary, and) 
Paul M. Smith, secretary and gen- 

eral sales manager of Wheeler Os- 

good Co., Tacoma, treasurer. 


Seiberling Names Mueller | 


Douglas Mueller, director of) 
public relations of Seiberling Rub-| 
ber Co., Akron, has been named! 
assistant to J. P. Seiberling, presi- 
dent. Mr. Mueller also will Aner 
ue to supervise public relations| 
activities. 


Koolvent Names Chatelain 

L. R. Chatelain, formerly a 
member of Sewell, Thompson & 
Caire, New Orleans agency, has 
been appointed manager of Kool- 
vent Metal Awning Co., New Or- 
leans. 


WHBS Names Keown Manager 

E. Harold Keown, formerly an 
account executive of Frederic W. 
Ziv Co., has been appointed man- 
ager of WHBS and WHBS-FM, 
Huntsville, Ala. 


Two Papers Appoint Shannon 
Shannon & Associates has been 
appointed national representative 
of the Independent, Kannapolis, 
N. C., effective Feb. 1. Shannon 
also has been named to represent 
the Journal-Herald, Waycross, Ga. 


Toledo Agency Names 2 V. P.s 
William D. Thackeray and A. E. 
Gross, both account executives of 
Beeson-Faller-Reichert, Toledo 
agency, have been named vice- 
presidents of the agency. 


Permanently Fired in Glass 


GLASS ADVERTISING DISPLAY PANELS 
Ceramic Decorations in Color + Half Tone or Line Drawings 

+ Convex and Bent Shapes 

High Production, Rapid Delivery - 

The Johnston Glass Co. Inc. 


Samples on Request, Dept. FET. 
Hartford City, Indiana 


AT WORK 


Wear each new year, in fact 
with each new day, radio 
faces ever greater responsi- 
bilities. As the articulate 
voice of the nation it must, 


and will, send to the ends of 


KEEPING 


the earth the message of hope 
and freedom which America 
alone holds out to the rest 
of the troubled world. It is 


Freedom 


on the 


ir 


with these thoughts in mind 
that WJR pledges the re- 
sources of its men, its women 
and its broadcasting equip- 
ment to the task of making 
the message of America 
audible the world over! 


WIR 


THE GOODWILL STATION, Inc. 


FISHER BLDG., DETROIT 


CBS 
50,000 
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Mobilizer Wilson Wins Poor Richard Award 


PHILADELPHIA, Jan. 17—Charles 
E. Wilson, recently appointed chief 
of the new Office of Defense Mo- 
bilization and former president of 
the General Electric Co., was 
awarded the Poor 
Richard Club’s 
Gold Medal of 
Achievement for 
1950 at the ad- 
vertising club's 
annual dinner in 
the Bellevue 
Stratford Hotel. 

The award was 
presented by club 


president James 
J. D. Spillan, ex- Cc. E. Wilson 
ecutive vice- 


president of Benjamin Eshleman 
Co., at the dinner commemorating 
the 245th anniversary of the birth 
of Benjamin Franklin, the club's 
patron saint 

Mr. Wilson made his first public 
address, following the presentation, 
since assuming the high govern- 
ment post. The speech was broad- 


cast over national hookups. 


e With this award, Mr. Wilson 
joined a list of notables including 
Will Rogers, Dwight D. Eisenhow- 
er, Alfred P. Sloan, Eddie Ricken- 
backer, Gen. Henry (Hap) Arnold 
and Bob Hope, who have been re- 
cipients. The first award was made 
in 1934. 

Other club observances of Frank- 
lin’s birthday included the placing 
of wreaths on his grave and other 
ceremonies at the Franklin Insti- 
tute. 

Like Franklin, Mr. Wilson be- 
came a leading citizen without 
great public stir. He was born in 
New York’s slums in 1886 and left 
school at 13 to take a $3-a-week 
job. By the time he was 20 he was 
factory manager for Sprague Elec- 
tric Co. 

Later, General Electric bought 
out Sprague and by 1925 he was 
assistant manager of the Bridge- 
port plant. In 1930 Mr. Wilson was 
made manager of the merchandis- 


ing department and that same year 
was named a vice-president. He 
became president in 1939. During 
the last war he was vice-chairman 
of the War Production Board. 


Maps British Woolen Drive 


A campaign on British woolens 
will be launched next month by 
National Wool Textile Export 
Corp. of Great Britain, with full 
pages running through June in 
Canadian Mayfair, Esquire, Harp- 
er’s Bazaar, Holiday, The New 
Yorker, Time, Town & Country, 
Vogue and nine business papers. 
Plans are being prepared for a 
heavier fall and winter schedule 
to start in July. One store in each 
of 24 cities featuring British wool- 
ens will do local promotion to tie 
in with the forthcoming campaign. 
Abbott Kimball Co., New York, is 
conducting the campaign in the 
U. S. and Canada. 


Joins Spiral Fastener 


Scott F. Alexander has been 
named sales manager of Spiral 
Fastener Corp., Stamford, Conn. 
He was formerly divisional sales 
manager of Textron Inc. 


*Indicates first listing in this column. 
Jan. 22-23. Assn. of Railroad Advertising 
Managers, St. Augustine, Fla. 


Jan. 22-24. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 

Jan. 27-28. National Advertising Agency 
Network, eastern regional meeting, Ho- 
tel Du Pont, Wilmington, Del. 

Jan. 29-30. Outdoor Advertising Assn. 


of Pennsylvania, annual meeting, Hotel 
Hershey, Hershey, Pa. 

Feb. 2 Advertising Federation of 
America, Forum for ‘51, Grand Rapids, 
Mich. 

Feb. 9-10. Northwest Daily Press Assn., 
annual meeting, Hotel Radisson, Min- 
neapolis. 

Feb. 12-13. Inland Daily Press Assn., 


midwinter meeting, Congress Hotel, Chi- 


cago 
Feb. 12-13. National Newspaper Pro- 
motion Assn., western conference, Am- 


bassador Hotel, Los Angeles 

*Feb. 16-17. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, winter 
meeting, Alamance Hotel, Burlington, 
N.C 

Feb. 16-17. Pennsylvania 
Publishers Assn., 


Newspaper 
display advertising con- 


During January, 52 leading export advertisers are taking 
advantage of LIFE International's all-around-the-world cov- 
erage of most-likely-to-buy prospects. And, of these 52 ex- 
porters, 13 are LIFE International advertisers for the first 


time. 


Like all LIFE 


International advertisers, these 13 first- 
timers will experience how LIFE International advertising 
not only gives strong selling support in open markets, but 
also, gives prestige protection to million-dollar franchises in 


temporarily closed markets. 


But most of these new LIFE 


* January Advert 


isers in LIFE International 


First timers : 


Festival of Britain 
Harry Ferguson Li 
International Shoe 


H. Morris & Co. | 
Jack Olding & Co 


Allis-Chalmers Ma 
James Buchanan & 
Burroughs Adding 


Caterpillar Tractor 


Incabloc-U niversal 
International Gene 


Mack Trucks, Inc 
Montres Rolex S. 


Nuffield Exports L 
Pan American Wo 
Philips Electrical L 
Remington Rand, 


Royal Typewriter Co., 


Associated Electrical Industries (Britain) 
Bank of Tokyo (Japan) 
Dolcis Shoe Co. (Britain) 


1951 


Franke & Heidecke (Germany) 


mited (Britain) 


Hotel du Rhone (Switzerland) 


Company 


Miles-Martin Pen Co. Ltd. (Britain) 


td. (Britain) 
Ltd. (Britain) 


Rootes Ltd. (Export) (Britain) 
Singer Motors Ltd. 


(Britain) 


Old timers : 


nufacturing Co 
Co. Ltd. (Britain) 
Machine Company 


Campari Export-Import Company 
Carter Products, Inc. 


Co. 


Champion Spark Plug Company 
Dictaphone Corporation 
Eastman Kodak Company 
Firestone International Company 
Frankfort Distillers Corporation 


(Switzerland) 
ral Electric Co 


International Harvester Export Company 
KLM Royal Dutch Airlines (Netherlands) 


A. (Switzerland) 


Nash Export Division, Nash-Kelvinator Corp. 


td. (Britain) 

rid Airways 

td. ( Netherlands) 
Inc 

Inc 


Schenley International Corporation 


Joseph £ 


Seagram & Sons Lid 


Socony-Vacuum Oil Company, Inc. 


Standard Brands I 
Standard Oil Com 
Swiss Federatiort c 


The Studebaker 
Trans World Airh 


International advertisers 


know these things already. Headquartered in countries where 
LIFE International circulates, they see with their own eyes 
the influence the magazine has on their friends and business 


assocnites, 


For full details on how LIFE International sells where 
you sell, pre-sells where you will sell, write for your copy of 
“How to Take the Guess out of the Future.” 


neorporated 
pany (New Jersey) 
of Watch Manutacturers 


Sylvania Electric Products, Inc 
The Electric Auto-Lite Company 
The Standard Motor Co. Ltd. (Britain) 


xport Corporation 
nes 


Universal Watches (Switzerland) 

Vacheron et Constantin (Switzer/and) 

Hiram Walker & Sons 

Westinghouse Electric International Company 
World Wide Broadcasting Corporation 


litornational 


9 Rockefeller Plaza, New York 20, N. Y. 


Advertising Age, January 22, 1951 


| ference, Penn Harris Hotel, Harrisburg, 


a. 
Feb. 28. Associated Business Publica- 
tions, clinic meeting, Drake Hotel, Chi- 
cago. 

*March 6-7. Chamber of Commerce of 
the United States, 7th national marketing 
conference, Fairmont Hotel, San Fran- 


12-13. 
marketing 
Astoria, New York 

March 22-23. Society of Business Mag- 
azine Editors, Hotel Statler, Washington, 
D.C 

March 26-31. Advertising Specialty 
National Assn., spring meeting, Whitehall! 
Hotel, Palm Beach, Fla 

March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Hot Springs, Va 

March 31. Advertising Federation of 
America, Eastern AFA Intercity Women’s 
Club Conference, Washington, D. C. 

April 2-5. Premium Advertising Assn 
of America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago. 

April 3-4. Point of Purchase Advertising 
Institute, annual exhibit and symposium 
on store display advertising, Waldorf-As- 
toria, New York. 

April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla 

April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex 

April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago 

April 17-20 American 
Assn., packaging 
City, N. J 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York 

April 29-May 2. National Newspaper 
Promotion Assn annual convention, 
Wardman Park Hotel, Washington, D. C 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va 


American Management 
conference, Waldorf- 


Management 
conference, Atlantic 


May 17-18. Public Utilities Advertising 
Assn., annual convention, Hotel New 
Yorker, New York 

May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago 
May 31-June 2. National Sales Execu- 


tives convention, Waldorf-Astoria, New 
York. 
June 10-13. Advertising Federation of 


America, annual convention and exhibit, 
Hotel Chase, St. Louis 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopol- 
itan Hotel, Denver 

June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit. 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 31st annual 
convention, Mount Royal Hotel, Montreal. 
Can 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 


politan Hotel, Denver 
July 7-13. International Advertising 
Conference, London, England. Registra- 


tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18. 


Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-27. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver- 


tisers, fall meeting, Waldorf-Astoria, New 
York. 

Oct. 13-16. Mail 
Assn., 30th annuel 
Schroeder, Milwaukee 


Advertising Service 
convention, Hotel 


Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual meeting, Chicago. 

Oct, 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Nov. 26-29. Financial Public Relations 
Assn., annual convention, Hollywood 


Beach Hotel, Hollywood, Fla. 

December (date not yet set), American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston. 


NO TYPE USED 


IN THIS AD! 


LOOK, BOSS! 


HERE'S THE ANSWER 
. .. to high typesetting costs! 


You - or anyone im your oftice - can set type 
for an ad like this in a few minutes with easy-to- 
use FOTOTYPE. Just slip die-cut cardboard 
letters into self -aligning composing stick, ready 
to be mounted on layout. Saves ime and money 
on any photographic reproduction job. Wide 


selection of distinctive type faces 
Write for free catalog. 


INCORPORATED 
1415 ROSCOE ST CHICAGO 13 
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1950-49 Total Advertising Pages and Linage in National Magazines 


: - ——Pages—— ———Lines— - 
4 ; 1950 1949 1949 — 
Starting next month, ADVERTISING AGE will carry ale — 
the official national magazine advertising figures mm = Group 7 4 iy UB49.528 \\/2069.670 \L249.903 
compiled by Publishers’ Information Bureau and |) True 4036 63710 (173.135 188.71 taal le aes 
wine saution : ‘le | «Varsity 513 48.2 2.006 6 
= saan .~ aay hy mp compiled by Yachting ; 9578 9402 Sedlse 552838 “4.308.884 12434179 \43I00,309 
arm Publication Reports Inc. In addition, ADVER- Tetel Group .......... 242,177 233,399 11,849,528 11,308,844 
TISING AGE’s own figures for publications not covered “Larger page size 1950. "Includes Oct. 1950 Centennial issue. ‘Dec. 1950-Jan. 1951 1950 1950 19 50 1950 
by the above-named organizations also will be car- issues combined; Nov.-Dec. 1949 issues combined. ie e909 \13/5.300 =— 4745787 
ried. Women’s 1949 e 1949 1949 
SO Beano 780.8 1,050.0 334,972 450,442 Fen.sse 2831/9 sa 4.673.604 
Dell Modern Group: - 
Modern Romances 413.9 426.7 177,575 183, —?P; ~ —— 
1950 1949 1950 1949 Modern Screen . 424.8 4448 182,251 190.833 1950 1949 1950 
Screen Stories .. 376.9 © 398.5 161.701 170,949 Woman's Home Compan on 9513 9123 646.895 620.339 
, General Family Circle (Nat'l) .. 4226 336.7 181315 144,454 
. *All Editions 5922 5176 254.043 222043, Total Group 24,080.7 24,694.6 12,069,670 12,434,179 
' Ace Fiction Group 25.0 38.5 5,607 [S30 | Fawcett Women’s Group: : : . . *Not included in totals. {13 issues im 1950; 12 issues in 1949. {Smaller page size 
; American Forests 183.9 130.1 77.238 54.660! Motion Picture 370.5 397.2 158. 170,382 ty 11-4 a December in 1950; October and December only 
; American Home .. 737.0 730.4 5,779 461,643 Movie Story .. 3621 3916 155,352 167,984 ' ee Oe 
American Legion ... 183.2 169.5 76,933 71,208 | True Confessions 474.7 5141 203,662 220,563 Outdoor 
American Magazine 407.6 474.8 171,175 395 | Glamour ........ 1,193.6 1,113.6 512,043 477,747 American Rifleman 590.5 619.4 253,331 735 
‘ Argosy a 1819 146.3 78,023 62,756 | Good Housekeeping . 1,770.9 1,705.7 759,735 = 731,749 | Fiaig & stream 7298 777.3 313.203 333,453 
Atlantic Monthly... 2385 2186 100,187 91.819 | tHarper's 1,307.0 1,319.1 = 826,036 = 833,661) | bt rich ¢ 243.4 2620 104397 112,375 
Better Homes & Gardens 1,726.3 1,544.9 1,091,011 976.395 | Hillman Women’s Group of iuation & Plabinn . 43. 112/678 
Christian Heralt 465.7 447.6 99,800 192,036 | Movieland .... 224.4 2483 96,383 106,530 *tHunting & Fishing 243.6 262.5 104,501 6 
Columbia 78.4 79.0 53.281 53.718 | Real Romances . 226.7 2428 97,401 104,182 | Outdoor Life 662.5 659.2 : 282.816 
Coronet 225.0 152.5 ‘950 27:754| ‘*Real Story .. 226.7 2428 97,401 104,182 Sports Afield 686.3 713.1 294,432 305,930 
Cosmopolitan , 566.0 604.8 242,809 259, *Screen Guide 224.4 248.3 383 106,530 Total Group 29125 3,031.0 1,249,903 1,300,309 
Dell Men's Group 230.2 209.1 98,807 89,742 | {Holland's 258.8 211.2 111,037 143,610  *Not included in ‘totals. tNo December issue in 1950. 
Dun's Review 473.3 462.9 198,777 194,428 | Household 567.4 98.4 243,417 213, 
‘ Eagle Magazine 410 432 17,212 18,149 | Ideal Women’s Group: Youth 
Ebony 481.8 344.8 329,115 235,028 | Intimate Romances 0 3 114,102 145,977 The American Gir! 156.3 127.4 67,045 54,663 
] Elks 119.2 103.6 51,121 44,431| Movie Life. 233.0 317.6 99,970 36, Boys’ Life 182.7 183.3 124,246 124,667 
“Esquire 839.8 812.6 569,662 547,079 Movie Stars Parade . 2311 315.0 99,121 135,143 Child Life 225 20.6 9,642 8,846 
Extension 276.3 247.3 190,107 170,120 Personal Romances 289.0 403.8 123,990 173,233 Open Road 104.1 124.6 44,680 53,434 
Fortune 1,175.3 1,222.3 742,758 72, Ladies’ Home Journal ... 1,459.3 1,462.3 992,288 994,346 Senior Prom 184.8 276.8 79.286 118,749 
Gourmet 373.6 3483 160,275 149,420 | Mademoiselle 1,161.5 1,410.7 498,287 605,201 . 
Grade Teacher ..... 346.2 337.4 152.675 148.787 | McCail’s .. 825.3 879.4 561,198 597,989) | Total Group 650.4 732.7 324,899 360,359 
| * Harper's Magazine 324.8 214.5 136,430 90.076 | Parents’ (Nat'l) . 813.6 793.7 349,035 340,513 ‘No July and August issues in 1950; corrected figures shown for 1949. ‘Twelve 
' Holiday . 783.8 782.7 532, 532.205 | Parents’ (ay. Sete Ed.) 08 4 $2135 500.678 issues in 1950; ten issues in 1949. 
; House Beautiful . 1348.8 1,340.1 852,424 962 | §*Parents’ (Pacific Coast) . ’ 63,062 
} House & Garden 1167.9 1/1602 738,127 —-733,257 | Sereenland Unit 2679 2175 114926  —_ 93,305 Comics Magazines 
4 Improvement Era 359.6 265.6 154, 113,947 | Secrets 232.7 248.0 99,812 106,377 | Archie Comics ... %.7 28.1 13,860 10,638 
Instructor ... 2810 267.1 192,232 681 | Seventeen 1,193.7 1,278.5 811,732 869,376 | Fawcett Comics Group 44 77.0 24,346 089 
Macfadden Men's Group 118.7 137.7 50.934 9,058 | Today's Woman .. 644.3 407.6 276,387 174,856 | Harvey Comics Group . 43.6 39.5 16,480 14,931 
’ | Mechanix Illustrated 850.8 881.6 190,584 197,468 | True Story Women's Group: Lev Gleason Publications 120.4 97.3 45,494 36,787 
Motor Boating ; 1,000.5 917.7 588,270 539,588 periences 338.4 348.9 145,163 149,661 | Marvel Comics Group: 
; National Geographic 476.6 459.0 113,424 109,247 | Photoplay 484.0 492.2 207,628 211,159| (Total 3 Units) 384.7 278.7 145,567 108.483 
Nation's Business . 395.9 319 9,841 155,272 Radic & Television Mirror 320.7 341.0 137,565 146,297 *Red Unit . 128.0 98.7 383 
' Nature Magazine 24.9 24.8 10,496 10,439 True Love Stories 328.8 354.6 141,068 152,143 *Blue Unit .. 129.1 90.3 48.825 
} Our World .......... 280.9 213.0 191,030 144,871] True Romance 356.8 3854 153,056  165,316| Yellow Unit. 1276 89.7 48 258 3 
Popular Fiction Group 164.2 153.3 790 34,34 True Story 694.0 708.6 297,718 303,989 | wational Comics Group: 
iT Popular Mechanics . 1,648.3 1,766.1 369,208 : = 1,781.4 18815 1,125,841 1,189,131 | ““(totat 2 Units) 147.0 188.0 55.567 7 
Popular Science 1,526.1 1,605.7 341,848 359,670 | Western Family: *Red Unit 798 1008 146 
— mes ig Hee bees] Sere, ee a | g's Bat 
Redbook ; : , *Northwest Edition .. . . . + ; , ¥ 
| ; Rotarian 845 103.9 36.244 44,598 *Northern California Esition 1360 53,872 —— | Standard Comics Group 6.0 640.0 13,986 1 
; Sport 104.8 152.3 44,976 65,346 | Woman's Day (Nat'l) 639.0 570.9 74, 244,934 Total Group . 832.8 748.6 315,300 283, 
' : Sunset 970.5 796.4 7, 334,494 *All Editions 683.8 606.0 293,357 259,960 | *Not included in totals. i 
’ Pages ~ Li Page 1 - 
i Dec. Dec. dan.-Dec. Jan.-Dec. Dec. Dec. Jan.-Dec. Jan.-Dec Dec. Dec. dan.-Dec. Jan.-Dec. Dee. Dec. dan.-Dec. = Jan. 
: 1950 1949 1950 1949 1950 1949 1950 1949 1950 nag 1950 1949 1950 1949 1950 * 
Weeklies, Bi-Weeklies, Semi-Monthlies—December and Year 1950-1949 Canadian National Weekend Newspapers (Rotogravure Linage) 
*American Weekly 53.4 50.6 725.4 818.5 53,353 50,576 725,404 18, “ oe soa io. H Si + a7 H 30. Sos ia: ass Shes an 
tBusiness Week .. 313.6 272.8 3,785.5 3,507.5 131,692 114,566 1,589,887 1,473,146 §Standard 52.1 421 601.2 531.1 52.062 42.098 601.226 531, 
;Capper's Weekly .. a7 <6 3.9 2 6186s 5.908 = 129) 123.7 9Star Weekly 553 537 8327 6725 52538  SLO12 791,078 638, 
Christian Advocate 215 20.3 243.1 212.8 8,915 8,406 100. 88.1 
$Collier’s 149.7 135.2 1,668.6 1,665.4 101.763 1.964 1,134,654 1.132.443  (. aoe 207.3 1716 2,529.6 2,124.3 204,419 168,892 2,488,034 2,090, 
_ 125.6 14 is 4 ty a7 467,393 407, §Five issues in December 1950; four issues in December 1949. ' 
Forbes 17.0 ’ . : . 45,274 122,424 
Grit... 171 131 2934 249.7 17/899 724 262. Canadian and Foreign 
Life 283.9 260.5 3,814.2 3,546.7 193,056 177,149 2,593,627 2,411,762 Canadian Home Journal .. 40.3 418 474.8 513.5 27,202 28.186 322, M49, 
Look 147.6 136.2 1,563.9 1,368.7 100,370 92,632 1,063,479 930,723 Canadian Homes & Gardens 485 48.5 567.3 569.1 594 32,625 381,223 382 
Newsweek ....... 191.5 164.2 2,535.4 2,408.4 80,409 69,038 1,064,871 1,011,519 Chatelaine ..... ; 38.8 46.9 478.2 521.6 26,401 31,907 325,185 354 
“New = Times Magazine 143.6 134.7 1,854.0 1,801.8 122,036 114, 1,575,893 1,531,541 Life International 33.9 12.9 324.0 170.6 23.035 8.755 220,320 116 
New 408.8 3463 35206 3,081.9 175,355 148,575 1,510,317 1,322,1 Maclean's 60.3 59.7 7 736.3 41,031 40,597 468,315 500. 
“Parade. 00 318 28.5 470.7 431.7 27,037 24,192 400,118 366,925 ‘Mayfair .... 68.3 72.3 679.9 700.8 46.430 48,600 456,867 470. 
i esa 19.2 27.8 546.6 494.3 8,228 11,910 234,471 212,057 ‘National Home Monthly 18.0 314 225.2 386.0 3,312 21,387 105,111 250, 
tSaturday Evening Post , 315.8 283.9 4,423.2 41211 214,774 193,030 3,007,750 2,802,321 New Liberty . 33.8 18.3 M11 226.1 14,515 7.845 154,893 97, 
Saturday Review of Literature 62.1 63.6 666.3 633.5 26,639 7, 864 271,790 Revue Moderne 32.1 25.8 328.0 332.3 1,794 17,515 223,014 225, 
Sporting News 27.7 29.0 347.1 327.8 030 31.428 376,609 355,650 | Reader's Digest: 
sree Week 55.6 47.3 775.4 667.3 47,228 40,217 659,122 567,190 French Edition .. 76.0 72.0 747.5 560.5 13,832 13,104 36,045 102, 
ne 234.7 235.2 3,331.1 3,314.5 98,586 98.783 1,399,068 1,392,083 English Edition 75.0 73.5 718.5 563.0 13,650 13,377 130,767 102, 
v. "s. News & World Report . 88.4 72.3 1,116.1 1,076.9 37,116 30,362 468,772 452,281 oe Populaire, La = 4 4 ried by of a og 44 oe 
medi * 7 . ° 
Wet GHD cc ccccccecses 2,713.3 2,442.8 33,173.7 31,019.1 1,546,116 1,395,188 19,241,052 18,056,010 Time-Atteatic j 403 %0 4752 497.0 16.940 15.120 199. 508 7 
“Five issues in December 1950; four issues in December 1949; 53 issues in 1950; 52 issues in 1949. $52 issues in 1950; | Time-Canadian . 127.2 93.3 1,405.3 1128.5 53,410 39.200 590.240 473, 
53 issues in 1949. |||Smalier page size 1950. Time-Latin American . 717 62.7 839.3 862.3 Bt 26,320 352, 362 
Time-Pacific 48 29.8 384 W455 14,630 12,530 161,630 127,890 
Total Group ........ 867.0 789.1 94%.6 8856.3 426,501 401,997 4,745,787 4,673,604 
‘Larger page size effective November 1950 issue. "Smaller page size 1950; July-August 1950 issues combined. 


1950-49 Total Advertising Pages and Linage in Farm Publications 


Annual Total Com- 


Annual Total Com- 
mercial Display Ex- 


mercial Display Ex- 


MAGCATINE ~ 
Total Adv Total A “Cmenes ond the: Total Adv Total A “omens can tant — 
Tota — Total Adv.— Classified and Live- r a —_ ~—Total Adv.— Classified and Live- ara — 
In Pages In Lines stock, In Lines In Pages In Lines stock, In Lines 5.494 5542643 9.490.0/9 
‘ 1950 1949 1950 1949 1950 1949 1950 1949 1949 1950 1949 op 242 | proce 1949 
Arkansas Farmer ... 165.0 115.0 124,724 86,916 117,641 727 ite iF 47/22 
Farm Magazines Better Farming Methods 460.4 3718 197.497 159.496 197497 159.496 : 5347/22 9.429.694 
Capper’s Farmer .... 613.5 S811 417,173 395,117 400,878 379,171 8) WEEKLIES c 
| Better Fruit 179.5 175.0 75,382 73,525 75, 73,525 
tj Country Gentleman .. 1,176.6 1,198.7 800,083 815,116 776.378 790. ientes’s tanstie 2286 2348 101053 105674 73. e781 | |U23s | 1980 
j Se feed ...... LS Ses Se 279 474,066 446.053 | California Citrograph 320.6 317.1 215.446 213.094 213234 210.378 AUR "407 5 9/ 354078 Ear, 
arm & Ranch wi Cattieman, The ..... 1,248.5 1,110.9 482,409 466,719 228,064 235,410 bi | ese - P 
Southern Agriculturist : Electric F 7 2 1949 cn 1949 1949 — 
— us a =n Cl —— Electricity on the Farm 140.7 158.2 50.212 56, 50.212 $6,464 re 
wstwrn taiton S878 —— Meese —— Sade —— famerguamm ons eno seemne vee zssme zzam lI7a98767 \l707/4 |l2996.669 15565030 
n ‘Progressive armer : . 7 
Carolina-Va. Edition 956.0 838.4 650,054 610,358 613,736 610,358 Fleride Grower . SS SS ae Ee See lS 
Ga.-Ala.-Fla. Edition 974.6 847.0 662,695 616,680 627,357 578,927 {taho Granger . 97.4 95.4 106,061 104,062 106,081 104,062 Acual Vote! Con- 
a va. nen ’ ’ " , . Rentety Farmer 74 74 189,036 173,487 161,735 146,696 mercial Display Ex- 
“a ichigan Farm News . 6 6 56,066 61, 60,756 55. cluding Poultry, 
wit, 924.9 817.8 628,949 595,360 595,637 559,926 National Live Stock 096 Total Adv.— Toted Ae “Chess ot US. 
we a --wihguie i 103.6 1013 75,449 73,710 70,829 67,218 In Pages In Lines stock, In Lines 
Edition ... 929.1 807.1 631,789 587,601 . 545,892 - , 
mi, Re 9 san8 679,901 625.049 637014 $81 128 ay FP . 856 824 38523 37,071 38523 37,071 1950 1949 1950 1950 1 
*Aver. 5 Editions 956.9 833.9 650,677 607, 613,634 567,488 
Garden ...... 462.7 489.5 208,235 220,291 ; . ‘Wyoming Stockman. 
Successful Farming .. 1,167.1 1,102.6 - — 4 Sccune Pyne Ohio Farm Bureau News 133.1 137.2 59.886 61.749 mm ron} Farmer 221.3 1444 198,268 129416 152,986 116,576 
Total Group ...... 8,905.1 8,147.9 5,494, 211, 229, 971, Pacific Poultryman 433.4 389.5 185,946 167, 102,188 7 T . 
ty *Not included in totals. ‘Separate publications 1949. Smaller page size 1950. ‘Poultry Tribune: amt ay A issue — ee = | ay ee a ty —— 
' Monthiies Castora Edition 557.8 531.5 239,290 228,002 157,903 148,650 
thli tral Edition 477.2 457.6 204,738 196, 146,956 138,355 
Agricultural Leaders’ Western Edition 417.5 403.9 179,122 173,274 131,992 127.966 Newspaper Monthly Farm Sections 
Digest .. ... 243.4 253.9 47,706 — —— Southern Farmer 97.8 101.7 107,583 111,925 85,063 97,352 lowa Farm & Home 
American Fruit Grower 319.6 309.0 136,152 131,618 133,905 129,252 Southern Planter 319.8 304.9 223,869 213,417 206,428 197.365 _ Register 269.5 276.0 287.242 294.104 278,042 278,637 
American Poultry Journal: Turkey World . 595.8 585.8 255,599 251,314 142,475 173,002 Rural Gravure 675 S53 67,543 55,324 67,543 55,324 
Eastern Edition 461.8 438.9 198,099 188,271 120,978 111,711 Western Dairy Journal 464.3 5012 195,064 289.403 119.910 110.422 Star Telegram Ranch & 
Central Editio. 387.9 372.8 166,404 159,953 113,635 102,038 Western Livestock : Farm News 204.7 225.0 218,064 239,659 184,283 219,233 
Western Eaition 345.8 329.1 148,332 141,186 104,989 95,285 Journal 1,169.1 1,178.3 491,019 500,617 182,883 171,631 Total Group 541.6 556.4 572,849 589.087 529.868 553,194 
q Anrmal Total Com- A » 
; \ } mercial Display, Ex- ant oom o- 
t : —~ Total enetey — af -——Total Advertising, in Lines———. cluding Poultry ——Total Advertising, in Pages——. ———-Total Advertising, in Lines-——. cluding Powltry, 
dan.- dan.- Classified and Live- dan- dan. dan.- dan- Classified and Live 
Der. Dec. Foy Dec. Dec. Dec. Dec. stock—In Lines Dec. Dec. Dec. Dec. Dec Dec Dec. Dec. stoch—In Lines 
1950 1949 1950 iss9 1950-1949 1950 1949 1950 1950 1949 1950 1949 1950 36-1949 1950 1949 1950 
Cotorade Rancher and 
Semi-Monthlies—December and Year 1950-1949 Former .. 17.2 147 346.9 310 13.017 11.127 262,279 235,140 217.959 201,168 
American Agriculturist . 30.4 305 3288 320.4 22,138 22.223 239,429 233,234 206,612 202, t*Cooperative Digest 48 310 73.3 1640 6195 6510 30800 34420 30.800 34.420 
tCalifornia Grange News 9.5 9.6 1369 151.9 10,688 10,776 153,354 170,108 150,209 166,468 | Dakota Farmer .... 386 36.7 6919 709.7 30,288 30,332 542,500 556423 511436 520,70) 
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Annual Total Com- 
mercial Display, Ex- 


Total Advertising, in Pages. ———Total Advertising, in Lines——. cluding Poultry. ——Total Advertising, in Pages. ————Total Advertising, in Lines cluding Poultry. 
dan.- dan.- Jan.- ian.- Classified and Live- dan. - dan.- dan. - dan.- Classified and Live- 
Dec. Dec Dec Dec. Dec. Dec. Dec. Dec. stock—In Lines Dec. Dec. Dec. Dec. Dec. Dec. Dec. Dec. stock—In Lines 
1950 1949 1950 1949 §=61950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1 1949 
Farmer, Tie ... 42.3 413 735.3 761.9 33,197 32,368 576,494 597,320 501.811 516,404 | Dairyman’s League News 10.3 104 156.2 1137 7.502 7,553 113,944 82,844 101.268 67,396 
Hoard's Dairyman 26.2 341 468.6 459.8 19.072 24.829 341,108 334.761 356 271,002 Total Group 153.6 140.0 2,135.9 1,983.7 115.765 105.479 1,611,487 1,498,167 1,485,932 1,362,237 
Idaho <— : - Sr =r ons apd Py 373.657 376,090 342,903 348,964 §26 issues in 1950: 27 issues in 1949. 
Indiana Farmer's Guide 6 ‘ . 640 4, 229,839 226,515 168.779 164,175 
Kansas Farmer 275 240 4648 449.2 20.863 18,398 353.224 351.498 304633 288215 Weeklies—December and Year 1950-1949 
Michigan Farmer 28.7 328 515.7 509.8 22.010 25,183 é 391,533 337.183 333,330 Weekly Kansas City Star 134 113 291.7 287.0 33,140 27,838 718,791 707,114 571.831 535,107 
Missouri Farmer 10.9 127 88.7 92.2 8314 9,661 67,422 70,037 63,082 65,430 . 
Missouri Ruralist 172 157 3781 352.3 13,042 11.928 287,352 267.763 231,048 215.368 Dailies—December and Year 1950-1949 
Montana Farmer 316 317 631.2 631.5 23.912 23,967 477,213 477,381 382,880 381,096 Chicago Daily Drovers 
Nebraska Farmer 474 481 818.8 830.2 35,840 36,387 619,007 627,628 507,148 514,675 nal. l 211 403.4 334.0 40,155 40.880 858,405 710.695 463,766 378,843 
New England Homestead 24.1 26.7 407.1 426.6 16,869 18,688 286.749 298.632 200.142 210.736 Kansas City Da.ly Drovers 
Ohio Farmer 276 38 581.7 568.3 21.207 23,617 446,755 436,424 566,372 464,481 Telegram . 22.0 481.4 398.1 46,535 46,805 1,024,395 847,169 582.978 480,928 
Oregon Farmer 25.2 27.0 470.8 491.2 19.079 20,387 355,905 371,818 327,639 344, Omaha Daily Jourral 
Oregon Grange Bulletin 4.0 133 173.4 164.8 15,120 14448 188.146 178,794 188.146 178,794 Stockman 244 25.1 474.2 406.1 51,859 53,309 1.009.055 864,111 605.723 504,910 
Pennsylvania Farmer 1. 28.4 481.1 462.3 19,274 21,952 369,496 355.199 312.930 310,690 St. Louis Daily Live 
en ay ont = ian as _— aon ony 551.139 460,165 457.286 Stock Reporter 7? «(137 304.6 241.9 24,942 29.184 648,263 514.694 406839 320.889 

ural New-Yorker ‘ i . t 9, 330,689 294.265 263,581 231,097 1 
euteh Farmer os Fees 1749 25 265 (132-234 —— aan — Pe Group 769 819 1,663.6 1,380.1 163,491 170,178 3,540,118 2.936.669 2,059,306 1,685,570 
Wallaces’ Farmer & lowa — 

Homestead 4.7 44.0 868.0 838.7 36,607 34,539 680,486 657.761 588.972 897 anadian December gad Year 1950-1949 

“Canadian Countryman 28.2 432.9 481.0 19,733 23.776 303,051 336.677 222.369 257.418 
Washington Farmc: 25.7 26.4 476.7 479.1 19,433 19,929 360,395 362.232 331.751 335.254 Country Guide. The eB EE BE OB 
Westera Farm Life 1B 216 360.9 376.9 14,791 16.934 282.973 295,503 257.370 270.005 Family Herald & Weekly Star ; ‘ ‘ ; F 

tHerdsmen Ed tion 9 9.9 322.8 3.6 8520 7,798 253,080 245,872 53.499 49,426 
Wisconsin Agriculturist . 35.0 335 593.9 595.2 27.405 26.265 465.567 466,624 439.847 440.506 Wate Cettien vac Soo 8 a <) ay 520 35 O81 + 919.788 1 305.658 28-008 gars 

Total Group 689.2 706.3 11.627.0 11,534.0 532,580 545,594 9.490.019 9.429.694 8.198.453 8.063.550 Farm & Ranch Review 17.30«17.7 267.3 265.2 12,480 12,726 192.421 190,938 187,265 181,339 
tLarger page size 1950. | This edition also carries all linage carried in Western Farm Life. *Not included in totals. Farmer's Advocate & 

9 Home Magazine 312 33.3 467.5 490.9 21.854 23.330 327.253 343.653 251.040 269.212 
Bi-Weeklies—December and Year 1950-1949 Farmer's Magazine 20.7 239 378.0 3582 14.497 16.762 264.603 250.706 244,307 227.087 
Arizona Farmer 512 47.4 752.5 697.8 38.737 35.854 568,906 527.538 536.343 499.887 Free Press Prairie Farmer 119.9 127.5 1,222.0 1,363.2 131.868 140.249 1,244,157 1,499,489 759,805 832,550 
§California Farmer Western Producer 26.9 314 570.5 645.0 28,753 33.592 610.415 690.123 371.687  386,lsi 

Northern Edition 445 418 611.7 599.2 33,581 31.561 462,363 454,731 422.749 408.748 Total Group 371.9 4012 5,815.1 . .7 350,533 376.9 $ 063 5,565,030 3.903.746 3,924,566 

Southern Edition 47.6 40.4 615.5 573.0 35,945 30,511 466,274 433,054 425,572 386,206 *25 issues in 1950; 26 issues in 1949. a ee . 

Daniels Named PR Director Landenberger Appoints Three has been appointed retail sales s 
; : anager. 4. Vi an . 
Whitman Daniels, assistant to Erneste W. Haines has been Songs. See Jahr ng pe rch ram l ters ef ecor u get; 
the president in charge of public named general sales manager of eesale ahd cna 


relations of Cornell University 
since 1947, has been named to the 
newly created position of director 
of public relations of Associated 
Industries of New York State Inc., 
Buffalo 


J. W. Landenberger & Co., Phila- 
delphia, manufacturer of Randolph 
knit and Tru-Last socks for in- 
fants and children. William M. 
Barstow Jr., formerly sales pro- 
motion manager of the company, 


store sales manager. 


KGH to Larger Quarters 

KGH Advertising Design has 
moved to larger offices at 48 E. 
57th St., New York. 


d multiplic 


FLORIDA IS ONE OF AMERICA'S BIG, IMPORTANT, FASTEST GROWING MARKETS AND... 


ation- 


Your sales in Florida will multiply if you 


concentrate your advertising in Florida’s three big 


morning newspapers. There you get coverage 


general merchandise sales, 


of 80.47°,, of Florida’s total retail sales, 80° of the 


81.13°% of food sales, 


80°,, of drug sales, and 81.1°, of furniture sales— 


even 80°, of the effective buying income! 


National Representative . Sawyer-Ferguson-Walker Company 


HERALD 


National Representative - Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


Operator 25 Stressed in All Copy 


PROVIDENCE, R. I., Jan. 17—With 
an increase of about 10% in the 
advertising budget for the first 
half of 1951 over the same period 
of last year, Fram Corp. has re- 
leased news of the largest adver- 
tising campaign in the filter in- 
dustry. The campaign will revolve 
around the basic theme of complete 
engine protection and will feature 
the company’s line of oil, air, fuel 
and water filters. 

The number of painted highway 
signs will be increased to more 
than 200 extending from coast to 
coast, this number representing an 
increase of 40% more than the 
number used in 1950. 

In the magazine medium, Life 
is being added to Collier’s, Popu- 
lar Science and The Saturday Eve- 
ning Post, with a schedule includ- 
ing four spreads and 15 full pages. 
Farm publications scheduled in- 
clude Capper’s Farmer, Country 
Gentleman, Farm Journal, Pro- 
gressive Farmer and Successful 
Farming. There will be such 
themes as “Fram helps guard the 
stamina of Studebaker” and “Fram 
fights engine wear in giant dust 
tunnel.” 


@ Every 1951 consumer advertise- 
ment, including magazines and 
outdoor, will suggest calling West- 
ern Union Operator 25 for the 
names and addresses of Fram deal- 
ers in every neighborhood. 

This feature is being retained by 
popular demand, and all Fram 
dealers are listed in each city and 
town providing they sign dealer 
franchise contracts by April 1. In 
1950, more than 100,000 Fram deal- 
ers benefited from this salesmak- 
ing service. 

The company has produced a 
new sound movie, “As Easy as 
ABC,” to show the ease and sim- 
plicity of installing Fram filters 
and cartridges. It will be shown 
throughout the country in coopera- 


tion with jobbers, for dealers and 
their service personnel. The pro- 
gram will also include a complete 
set of manuals and service charts 
for installation and service work 
on all types of motor vehicles. 

Display and point of sale mate- 
rials will include a new litho- 
graphed, three-color display stand 
having three shelves for displaying 
an ample stock of Fram merchan- 
dise. There will also be color dis- 
plays, posters, toppers for individ- 
ual product displays, stencils and 
buttons, dealer signs, window de- 
cals, dipsticks, Biolite electric 
signs, Fram-identified shop clothes 
and cartridge checkers. 


@ Considerable emphasis will be 
placed on the Fram Christmas Club, 
through which jobber salesmen re- 
ceive merit awards for each new or 
renewal franchise dealer and for 
the sale of each Fram unit. The 
jobber executive in charge of cer- 
tifying sales within the jobber or- 
ganization receives merits equal to 
20% of those earned by each sales- 
man under his control. These mer- 
its accumulate during the year and 
at Christmas bring a wide choice 
of nationally advertised merchan- 
dise. 

Each jobber salesman will re- 
ceive throughout the year a 
monthly bulletin, giving up-to-the- 
minute news of the Christmas 
Club, ideas on selling and mer- 
chandising, hints on use of Fram 
materiais to boost sales and the 
advertising schedule for the month 
ahead. This bulletin will also con- 
tain a record sheet for each sales- 
man to use to report his sa'es for 
each customer and for each Fram 
product. 


Moves Chicago Office 

Petroleum Engineer Publishing 
Co., Dallas, has moved the office 
of its Chicago divisional advertis- 
ing manager to 53 W. Jackson 
Blvd. 
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Jones & Laughlin 
Schedules Prestige 
Building Campaign 


PittsspurGH, Jan. 16—Jones & 
Laughlin Steel Corp. will start a 
new campaign next week which | 
marks a change to prestige build- 
ing advertising from the product 
selling case history theme which | 
J&L has used for the past four 
years. 

The first of the new series will 
appear in Time Jan. 22. Consisting 
of 13 full-color spreads, the series | 
also will be carried in Business 
Week, starting Feb. 10. 

According to R. D. Mossman, 
J&L’s advertising manager, “the 
objective of our last campaign | 
has been to sell specialty products | 
available for immediate or reason- | 
abie delivery. With a tight order | 
book for all products, we have a) 
new objective. | 


s “It is to feature our bread-and- | 
butter products, and show how 
they fit into today’s changing in- | 
dustrial economy and into the dai 
ly lives of millions of Americans.” 

The steel company’s major ton- 
nage products—tin plate, cold 
rolled sheet and strip, hot rolled 
sheet and strip, oil country tubular 
products, merchant pipe, manufac- 
turers’ wire, merchant w're, cold 
finished steels and lightweight 
structurals—will be featured in the 
series, one in each ad. 

To preserve continuity from the 
past campaign into the new one. | 
which will increasingly accent mil- | 
itary uses as the mobilization pro. | 
gram gets into full swing, the com- 
pany’s yellow-and-green J&L 
trademark will appear in the upper 
right hand corner of the format 
Headline and short copy will tell 
how the product fits into the in- 
dustrial economy and how it af- 
fects the daily lives of the readers. 

Ketchum, MacLeod & Grove here 
is J&L’s agency. 


e@ Jones & Laughlin has had un- 
usual response to a year-end ad 
published in 16 J&L plant city 
newspapers from upstate New 
York to the iron range of Minne- 
sota. The ad contained a reproduc- 
tion of the Revolutionary War flag, 


showing a coiled rattlesnake about 
to sirike, with the caption “Don’t | 
Tread on Me.” 

The ad offered free supplies of 
gummed seals showing the historic 
flag. Since it was first published, 
requests for the original color re- 
productions, from industrial and | 
business concerns, teachers and in- | 
dividuals, have been so heavy that 
in the first six days J&L had to 
order 20,000 more seals. 

The Rattlesnake Flag was ori- 
ginally intended for use on Amer- 
ican ships in 1776. Later it became 
the slogan in America’s war for 
independence. 


Railway Express Ups Kelley 

F. Dade Kelley has been named 
sales manager of the Railway Ex- 
press Agency, New York. He had 
beea regional traffic manager for 
the eastern departments of the 
company. 


Rosenau Joins Jam Handy 


Paul Rosenau has joined the 
sales and contact staff of Jam Han- 
dy Organization, Detroit. He was 
formerly assistant sales manager 
of Leaf Brands Inc. and American 
Chicle Co. 


| ABP Group Elects Morrow T. C. DuMond, Materials & Meth- 


| i ods; Bror Nordberg, Rock Prod- 
President; Others Elected ucts; P. W. Swain, Power and 


L. C. Morrow, consulting editor Operating Engineer, and C. B. Tav- 
of Factory Management & Main- enner, Railway Age 
tenance, has been elected eonont 
of the National Conference of Bus- 
iness Paper Editors, a group spon- Lane Bryant Names Wieget 
'sored by the Associated Business Marie Wieget, formerly in the 
Publications. Other officers in- New York office of Fuller & Smith 
clude: Eldridge Peterson, Printers’ & Ross, has been named advertising 
Ink, eastern vice-president; Ed- manager of Lane Bryant Co. in 
ward Gavin, American Builder, Cleveland. She replaces David 
western vice-president, and Sam- Lurie, who has been promoted to 
uel Kaylin, Administration Edition ®Sistant store manager. 
of Chain Store Age, secretary- 
treasurer. QUALITY...SPEEO.. ECONOMY 


mittee wil be: Roger Barton, Ad ANS LABS | 


vertising Agency and Advertising 
“he AMERICAN LABEL CO. 


& Selling; S. R. Bernstein, Apver- 


Welnmetiectama sete PEATE teu 


tisinc Ace; C. M. Burnam Jr., 
Heating, Piping & Air Condition- 
NEW APPROACH FOR J&l—Jones & Laughlin Stee! Corp. will run this color spread ing; Julien Elfenbein, Housewares 

in Time and Newsweek, os the first in o new series. Review and Linens & Domestics; 


edn 


Take a minute or two to rate your 
presently-used media against Spot Movie 
Commercials. Even add any other 
advantages you can think up. You'll 
find surprising results — no other 
major advertising media can match the 
number of advantages you get with 
Spot Movie Commercials. And here 
are a few more interesting facts 

about this potent advertising medium: 


SE ee epee SN te Tc 


There are 14,750 theatres available, 

in almost all markets. You pick the 
ones you want, enabling you to aim 
your advertising shots at any specific 
community — even at neighborhoods! 


Each theatre selected displays your film at every If you wish we will prepare theatre coverage 
full performance during every week for which plans for you or your agency without cost or 
Spot Movie films are scheduled. Local dealer obligation. Write, wire, or phone our nearest 
identification supplied if desired. office for complete information. 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


WATIONAL OFFICES ‘NEW YORK: 70 EAST 45m ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 
KANSAS CITY: 2449 CHARLOTTE ST. © CLEVELAND: 526 SUPERIOR. E. © SAN FRANCISCO: 821 MARKET ST. 
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Merchandise Mart Unusual Landlord: 
Does a Selling Job for Its Tenants 


Spends About $300,000 | 
Per Year on Publicity, 
Promotion, Advertising 


By JarLatH J. GRAHAM 

Cuicaco, Jan. 16—The “landlord 
who helps the tenant pay the rent” 
is a term often applied to the 
world’s largest commercial build- 
ing, the Merchandise Mart. The 
“help” referred to is the $300,000- 
plus that the Mart spends annually 
for the promotional benefit of its 
tenants. 

The services which this colossal 
landlord offers include the follow- 
ing: (1) semi-annual and special 
markets for all lines of merchan- 
dise; (2) publicity and advertising, 
both in trade publications and by 
direct mail; (3) guided tours for 
consumers; (4) a merchandising 
service to supply information on 
any aspect of buying or selling 
goods. 


es The Mart’s promotional activi- 
ties are conducted throughout the 
year, but are more concentrated 


at market time. Advertising is 
scheduled in about 36 trade pub- 
lications each year; concentrated 
campaigns are run in Retailing 
Daily. Main purpose of the ads is to 
bring to the markets people who 
are interested in buying or selling 
merchandise. 

Copy themes stressed in these 
ads range from a cartoon series de- 
picting a harassed and somewhat 
haggard buyer, whose job would 
be simplified “if he (or she) would 
just do all shopping at the Mart,” 
to a testimonial series in which 
present tenants tell why they se- 
lected the Mart for their head- 
quarters. 


e More than 300 new tenants have 
been attracted to the Mart since 
it was purchased from Marshall 
Field & Co. by Joseph P. Kennedy 
a little more than five years ago, 
and more than 200 of these tenants 
never before had Chicago offices. 

Some of the larger companies 
making their headquarters here are 
U. S. Rubber Co., Toni division of 
Gillette Safety Razor Co., Quaker 
Oats Co., Simmons Co., Norge di- 


Listening 
To The Message You Send 


By His Onn 


STATE MEDICAL JOURNAL 


HE reads and respects his own State Journal for its 
scientific papers, turns to it for local news of the 
profession, depends upon its advertising messages — 
always acceptable to the A. M. A. Councils. 


Spot your campaign 


in the states you choose, or 


broadcast it to every doctor in the 42 states covered by 
the 34 State Journals! Whatever your needs or your 
budget, our 29 Convenient Space Budgets will 


help you allocate your 
to the best advantage. 


medical advertising dollar 


Glad to send you a set of these time-saving figures 
now. Just say “Budgets,” and address 


STATE JOURNAL ADVERTISING BUREAU 


of the American Medical Association 


535 N. Dearborn Street 


Chicago 10, Illinois 


34 Journals Covering 42 States 


ALABAMA INDIANA 
Journal of Med. Assn. of State Med. Assn. Jeni. of 
ARIIONA (OWA 


Medicine Med. Journal of 
ARKANSAS 
Med. Seciety, Journal of Med. Sec. Journal of 
CONNECTICUT KENTUCKY 
State Med. Journal 
DELAWARE MAINE 
. Jeurnel Med. Assn., Journal of the 
DISTRICT OF COLUMBIA MICHIGAN 
. Annals Med. Sec. of 
FLORIDA MINNESOTA 
Med. Assn. Journal Medici 
GEORG! MISSOURI STATE 


NEW ENGLAND 
Jet. of Med. (Mass., 
New Homp ) 

NEW JERSEY 
Journal of Med. Sec. of 


ROCKY MOUNTAIN 
Med. Journal (Cele., Utah, 
Wye., New Mex., Ment.) 
SOUTH CAROLINA 
Med. Asn. Journal of 


NEW ORLEANS SOUTH DAKOTA 
Med. and Surgice! Jeurno! Journal of Med. 
WORTH CAROLINA TENNESSEE 
Med. Journe! Stote Med. Assn. Irnl. of 
WORTHWEST MEDICINE TEXAS STATE 
» Washington, journe! ef Med. 
Idehe & Aleske) VIRGINIA 
OHIO ‘ ly 
eo WEST VIRGINIA 
State Med. Assn. Jeni, of Med. Journal 
PENNSYLVANIA WISCONSIN 
Med. Journe! Med. Journal 


vision of Borg-Warner Corp., 
Westinghouse Electric Corp.’s ad- 
ministrative office and showroom, 
and Chevrolet division of General 
Motors Corp. Pullman Co. sold its 
Chicago headquarters building and 
moved its entire staff of 1,500 em- 
ployes into the Mart. 


e If you are interested in finding 
someone to manufacture or market 
a certain item, or if you want to 
know where you can buy a partic- 
ular brand of merchandise at a 
particular price, the Mart’s mer- 
chandising service usually can 
supply the information. The serv- 
ice also maintains a complete li- 
brary of trade and consumer pub- 
lications, and has a file of tele- 
phone directories for every major 
city. 

For each of its many markets, 
the Mart publishes a directory of 
its tenants, classified according to 
the type of merchandise carried, 
and at the close of a market a list 
of buyers who registered for the 
show is issued. 


s The International Home Fur- 
nishings Markets, one in the sum- 
mer and one in the winter, are the 
shows attracting the most visitors 
to the Mart, with close to 90,000 
passes being mailed out for last 
year’s winter market alone. 

Other markets include: Gift, 
China, Glassware & Pottery; Chil- 
dren & Infants’ Wear; Women's 
Wear & Accessories; Men’s & Boys’ 
Wear; and the Corset Group. As 
in the case of the Home Furnish- 
ings markets, most of these are 
held twice a year. 

Another promotional function 
performed by the Mart is sched- 
uling special events for different 
groups, both while a market is in 
progress and between markets. 
These include special luncheons, 
dinners, cocktail parties, fashion 
shows, etc. In addition, it sets up 
press conferences dur.ng a mar- 
ket at which various top industry 
representatives air their views 
concerning conditions in their par- 
ticular field. 


e To stimulate public interest in 


the Mart and its activities, guided 
tours are conducted the year 
‘round, except during the heavy 
buying months of January and 
June. These have been a huge suc- 
cess, according to Mart officials, 
attracting some 300 persons daily, 
despite the fact that the cost of 
the 75-minute tour is 60¢. 

Before Joseph P. Kennedy pur- 
chased the Mart in 1945, some 30% 
of its floor space was devoted to 
warehousing and manufacturing 
activities of Marshall Field & Co. 
Today the building is 100% oc- 
cupied by rent-paying tenants, and 
about 80% of this occupancy is by 
home furnishings, apparel, gift, 
etc., merchandisers. The remainder 
is office space, with the exception 
of studios occupied by National 
Broadcasting Co. and American 
Broadcasting Co. 


@ When AA asked Mr. Kennedy 
what prompted him to buy the 
Mart, he said: 

“I went into the real estate bus- 
iness after the death of my oldest 
son (killed in action during 
World War II). I wanted to get 
into a new business. I bought three 
corners here on Lexington Ave. 
(New York), and some other 
pieces of property, including some 
in Albany. One day, when I was 
living at the Waldorf, James Pal- 
mer and Hughston McBain (pres- 
ident and board chairman, respec- 


| 


|and quoted him a price, Mr. Ken- 


| tively, of Marshall Field & Co.) 


came to see me.” 
They showed him some figures 


nedy said, and it took only about 
an hour before he agreed to buy 
it, at their price. His rapid ac- 
quiescence disturbed the two Field 
men, however, who said they 
| would get in touch with him. 

In “five or six months,” he said, | 


R. B. Johnson 


W. Oliman 


they did—and they boosted their 
original price another $1,000,000. 
He bought it, although he still 
hadn’t seen the building! 

Joseph Kennedy purchased the 
Mart despite his understanding 
that the following handicaps ex- 
isted: the large amount of space 
tenanted by the government was a 
drawback; real estate men gener- 
ally considered the Mart a white 
elephant; office tenants didn’t want 
such large amounts of floor space. 

Actually, he said, he thought the 


big floors were an advantage; he | 


had seen too many offices trying 
to operate efficiently on four or 
five floors. 

“This was the one place in the 
U. S. where 120,000 square feet or 
more of office space could be had,” 
he said. His theory was that the 
larger, lower floors would appeal 
to office tenants and the upper 
floors to merchandising companies. 


a The Mart is a “terrific building,” 
in his estimation. It cost $33,000,- 
000 to build and would cost more 
than $70,000,000 to replace today, 
he said. 

Improvements made in the Mart 
since he purchased it were listed 
by Mr. Kennedy as follows: Eleva- 
tors, $550,000, plus $300,000 for a 
new bank of elevators; remodeling 
the Merchants’ & Manufacturers’ 
Club, $275,000. Approximately 1,- 
600,000 square feet are air cond.- 
tioned now, he added, and machin- 
ery is being purchased to condition 
an additional 400,000 square feet. 

Mr. Kennedy believes he has 
given his merchandising tenants a 
break by launching tours of the 
building, and by installing the 
Good Design exhibit, staged in col- 
laboration with New York’s Muse- 
um of Modern Art, which is a col- 
lection of the best new modern 
home furnishings merchandise ap- 
pearing in the current market. The 
exhibit has won a great amount of 
publicity for the Mart, to some ex- 
tent through showings at depart- 
ment stores around the country. 


e Mr. Kennedy maintains his 
headquarters in the New York 
Central Bldg. in New York, but he 
considers the Mart as strictly a 
“Chicago operation.” 

Wallace O. Oliman, a former 
Field man, runs the Mart for Mr. 
Kennedy, who describes him as 
“a brilliant man.” Before taking 
over as top man, Mr. Ollman was 
head of the accounting department. 

“The Chicago organization is 
completely independert,” Mr. Ken- 
nedy asserted. “I don't believe in 
giving a fellow a job and then 
telling him how to do it.” 

The Mart’s many publicity, pub- 
lic relations and market promotion 
activities are handled by Robert 
B. Johnson, who manages to keep 
six other people and four secre- 
taries busy in his efforts to make 
all the tenants happy and pros- 
perous. 


Promotes Derek Grewcock 


American Express Co. New 
York, has named Derek Grewcock 
as assistant vice-president of the 
company’s newly organized sales 
coordination division, which di- 
rects advertising, publicity and 
sales promotion. He joined the 
company in 1946. 


KCMO Appoints Davies 

Bruce Davies has been appointed 
associate agriculture and market 
reporter of KCMO, Kansas City, 
Mo. He has been with the station 
for eight years. 


Advertising Age, January 22, 1951 


More Localizing 
Urged for National 
Ads in Newspapers 


New York, Jan. 16—Dr. George 
Gallup, public opinion researcher, 
last week lauded newspapers for 
being able to sell nationally adver- 
tised products despite the poor 
copy often prepared for such ads 
by advertising agencies. 

He told a luncheon meeting of 
the New York chapter of the 
American Assn. of Newspaper 
Representatives that agencies sel- 
dom take the opportunity to “local- 
ize’ such ads. Tying copy to local 
interests would increase advertis- 
ing costs, “but the effectiveness of 
the ads would warrant it,” he said. 

Dr. Gallup criticized the agen- 
cies’ failure to “exploit the new 
about products” in newspaper ad- 
vertising. He said the ads could be 
made more effective by giving 
thought to “timely services.” 


@ He declared that national ad- 
vertising in metropolitan dailies 
“lacks brightness” and said it 
would benefit by “shedding its 
canned or boilerplate appearance.” 

In Dr. Gallup’s view, many 
advertising agencies are timid in 
their approach to creating news- 
paper ads. He said agency people 
often fail to solve adequately such 
problems as size of space to use, 
kind of illustration, and position in 
the paper. “The flexibility of the 
newspaper as an advertising medi- 
um baffles them,” he said. 

Dr. Gallup’s comments on adver- 
tising were part of a speech devoted 
to the problems of newspapers. He 
urged greater research into these 
problems and suggested that news- 
papers should look more to schools 
of journalism to carry on research 
into problems and practices. 

He said the newspaper of 1970 
will cover a wider range of inter- 
ests, provide more interpretative 
and background material, present 
stories in less formal style, be “less 
pontifical,” and national advertis- 
ing in it will take greater advan- 
tage of local interests. 


Zenger to Get Tribute 


“Studio One” (CBS-TV, 10 p. m., 
EST) will portray on Monday, Jan. 
22, the persecution suffered by 
John Peter Zenger, 18th century 
printer and first militant champion 
of the American free press. Edwin 
S. Friendly, president of the Amer- 
ican Newspaper Publishers Assn. 
and vice-president and treasurer 
of the John Peter Zenger Memorial 
Fund, will appear on the program, 
representing the journalistic pro- 
fession today. 


Promotes James Jeffrey 


James Jeffrey, formerly comp- 
troller, has been named to succeed 
Ray P. Clayberger as secretary- 
treasurer of Calkins & Holden, 
Carlock, McClinton & Smith, New 
York. Mr. Clayberger, who also 
was director and partner, has 
moved to Owen & Chappell, New 
York, as vice-president. He also 
will continue as head of the Na- 
tional Better Business Bureau. 


Silex Sets Combination Drive 


Silex Co., Hartford, Conn., wi 
use a full-color page in This Wee 
Magazine on Feb. 18 to offer i 
“better breakfast special”—a co 
or-trimmed Silex coffee maker ar 
a Silex Mixie, all-purpose shake 
container—both for $4.99. Buye 
also will get “the first collectic 
of recipes for concentrated orang 
juice,” published by General Food 
Alley & Richards, New York, 
the agency. 


Anchor Metal to Hauptman 

H. W. Hauptman Co., New York, 
has been named by Anchor Metal 
Co., New York, to direct the ad- 
vertising for its Shurflo rosin-core 
and acid-core solders. 


Kaufman Appoints Hay 


William T. Hay has been ap- 
pointed art director of Kaufman & 
Associates, Chicago. 
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“AT THIS TIME, it is well for me to repeat what I have said many times before: Super Markets have 
been built on the foundation of nationally advertised brands. 


“The amazing success of operators who are members of Super Market Institute is based on offering 
clean, pleasant and attractive surroundings where shoppers are free to choose the brands they want. 


“By so doing, we have built sound businesses for ourselves, continued to offer manufacturers a great 
and ever-growing market for their goods, and brought quality products to the consumer at the 

lowest possible price. 

“Better Livinc Magazine, also dedicated to the promotion of national brands, gives the 
manufacturer an outstanding opportunity to reach the best customers of his best distributors with the 
assurance that every reader is a buyer. 


“Shelf position in super markets is earned on the basis of volume and turnover. And there is no 
sounder way of building volume and turnover than through advertising directly to our customers. 


“I am convinced that Berrer Livinc Magazine will be among the finest magazines in the United States 
and Canada, and that its publishers will perform a service of immense value to us, as super market 
operators, to our manufacturer friends and to our customers so —‘that there may be more for all’.” 


William Il. Albers, Chairman, Magazine Committee, Super Market Institute 
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@ Fast Facts about Better Living 


1. Guaranteed net paid circulation: 1,500,000 (based on 
Say an 
1). 
2. First issue, May 1951 (on sale Thursday, April 26th). 
3. Closing dates: Black and white and two color forms 
oe 1951. Four color forms close March 5, 
4. Distributed exclusively through members of the 
Market Institute, and backed by the McCall Corporation. 
5. Editorial leadership: Christine Holbrook, Editor-in-Chief; 
Tracy Samuels, Managing Editor; Esther Kimmel, Food & 
— Editor; Hildegarde Fillmore, Fashion & Beauty 
itor. 


6. Physical appearance: Printed letterpress throughout on 
43 Ib. machine-coated stock, 429 line page size. 
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a great new weapon 
—— . 


in the Battle of Brands 


A, COMPETITION for shelf space grows greater and greater, every manufacturer must 
remember his loyal allies: the owner-managed super market operators. 


In less than a generation, these men of courage and vision revolutionized food store 
merchandising ...added new dimensions to the words,“*volume, turnover and growth.” 


Now, the members of Super Market Institute — whose very existence depends on 
the freedom of choice inherent in self-service merchandising and the hard promotion 


of national brands—have a consumer magazine to offer their millions of customers. 


Now, after years of planning, they will sell a quality magazine at their check-out 
counters...a publication dedicated to better living so that there may be “more for all.” 


So it is not surprising that the announcement of Berrer Livinc Magazine created a 
response that has been rarely equalled in the entire history of magazine publishing. 


It is little wonder that the great names in food store products wasted no time in order- 
ing “backbone” schedules in Berrer Living Magazine. 


For when you have a magazine of quality, size and importance sold by the Number One 
Merchandisers of nationally branded products . . . you have a potent sales tool that far 
transcends the effectiveness of the ordinary advertising medium. 


BETTER LIVING Magazine 


sponsored by 


SUPER MARKET INSTITUTE 


hi sil tier su eoearen 
cab juonn te ZC i; Cela iwame 


©MASS MARKET PUBLICATIONS, INC. 


230 Park Ave.. New York 17, N. Y.. MUrray Hill 6-4600 Blanchard-Nichols Inc., 2020 Russ Building, Sen Francisco 4, Cal. 
919 N. Michigan Ave., Chicago 11, Il1., DElaware 7-2357 Blanchard-Nichols Inc., 633 5. Westmoreland Ave., Los Angeles 5, Cal. 
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Super Market Institute 
_ who will sell Bele, ‘na meron 


AS OF DECEMBER 15, 1950 


Al Super Markets 

A & Food St 

Ackerman's Food Superettes 
Akmans Super Market 
Albany Public Market 


Al iphe Beta v ond Markets. inc 
s Food 


rts 
Barber's Super Markets Tne 
Bergain Corner 

Barletta Grocery Co 

Rarney Baron & Sens. 
Raukus Super Ma 

Beit Brothers super ‘Markets 
Bellman meernet 

Benner Tea Co 

Berks saesket Spot 


Bettendorf 's agg oe Village Mkts 


Big Hear Market 

Big Bear Stores (« 

Big Bear Super Markets, Inc 
Big Chain Stores 

Big 

Bie 

Bildner Big Ben Corp 
Blakemore Brothers Groce Co 
Bonham s 

Bonne Super Valu 

Brockton Public Market 
Percy A. Brown & Co 
Buckingham Super Markets 
Budwey s Super Markets 
Buehler's Ine 

Kuehier’s Super Market 
Butz Super Mark 

Cabarrus Food ¢ — 


a 
Food Stores, Ine 
Ine 
‘arlisle Food Market 
firi's Markets, Ine 
ashway Super Markets, Ine 
Super Market 
ers, Ine 
Markets, Ine 
entury Food Markets 
hampagne's Super Market 
“tty Mark 
larksdale Food Stores 
lark's Food Martets 
lif Food Stores 
oles Markets 
olodnay's Public Market 
ommunity Cash Stores 


onkey's Super Market 
far’ oa 


mily Foods, Ine 


ets, Ine 
Daniel's Super Market, Ine 
Dan's Super Mkts 
Davidson Bros. Ine 
Delehamps, Inc 
Denstaedt's Quick Service Grocery 
Deyo's Super Market 
Dibble Grocery Co 
J 8 Dillon & Sor Stores Co 
Droege's Super rket 
Duster’s Super Market 
Ben Duthlor Super Market 
Eagle Super Markets, Ine 
Henry J Ravey 
Eberhards Foods, Ine 
Kehols Grocery Co 
Eddie's Super Markets, Ine 
Exiens Food Stores. Ine 
Him Farm Foods Co 
“Emmet Supermarkets, Ine 
T 


The Evans Grocery Co 
Fairfax Super Market 

Falley's Markets 

G ar Amy ny Co 
Fike's Finer zs mods 
Fine'’s Supe 

Fisher's Super Niarket 
Food Center of St. Louis, Ine 


' 

Foodland Super Markets, Ine 

Foodtown 

Foodtown Super Markets. Inc 

K y & Sons. Ine 

Fraley's Food Stores 

Franklin F 

Franklin Super Markets, Ine 
urr's, Inc 

G & Ho Markets, Ine 


Cleveland Heights 


Grand Rapids 


ae Set - 


Li 
New ¢ Be wad ved 


ee AL 
Hyattsville 

Albany 5 

Cineinnati 


Los Angeles 5 
hicago 49 
*rovidence 3 
Albuquerque, N. M 
Savannah 
Punxsutawney 
Sioux City 


Burlington 
San Bernardino 


Detroit 27, Michigan 
umbus &, Ohio 
High Point 


Medford 
Jamaica 


Corpus Christi 
Boone 


Brockton 


Washington 
Tonawanda 


Oho 
«w Orleans 15. La 
Baton Rouge. Loulsiana 


Miami 37 
Marshalltown, 
Springfield 
Stevens F 
Schenectady, N 
Youngstown, Ohio 
Manchester, N. H 
Superior, Wisconsin 
Clarksdale 
Billings 
Dallas 8, Texas 
Long Beach 5, Calif 


Unit 
Erie, Pennsylvania 
trie. Pa 


D 
Nebraska 


Jamaica 4 
New Brunswick, N. J 
jobile 16. Ala 
Lansing 16, Michigan 
St 


Washington 
edar Rapids 
Michigan 


Richmond 
Grand Rapids 
A 


Boston 13 
Newark 5 
Harrisburg 
Gallipolis 

Washington 20 
opeka, Kansas 
Hastings, Michigan 

Bakersfield 

Oklahoma City 


Y 
Mayfleld Helanta Ohio 
Pittsbur * 
Quincy 69 
Statesville, N ¢ 
Tacoma, Wash 


Advertising Age, January 22, 1951 


Galyan's Super Mpehat. Ine 

mble Skogmo 

ifman’s Food Boe 
Geifman's Super Markets 
General Wholesale Grocery Co 
yen * Super Market 

Gerbes Super Markets, Inc 
ershow's Super Markets 

ant Food Shopping — Ine 
jiant Super Markets 
poe Brothers Food Marke Ine 


Northern Grocery Co 
Wm. Green & Sons Groce. Ine 
Growers Outlet. Ine 
Gruber's Food Markets, Ine 
Haines Super Market 
Handy Andy Community Stores, Ine 
Hannaford Bros ee 
Harry's Food Store 
Hearn Brothers ow. r Markets Ine 
Heinen's, Ine 
Hepler's Super Market 
Hillman's 
Hinky Dinky Stores Co 


Home Dairy Co 
Hoosier Markets, Ine 
Hudman's Ine 

Super — Lg gy 


Jahn's Super Marts 

Jantzi Food Market 

Jefferson Grocery Co. 

Jewel Food Stores 

ditney Jungle, Ine 

Jitney Jungle Super Market 

Joannes Super Savings F —y Stores 

Johnny's Super Market 

Johnson's Super Markets 

de shnston Super Markets, Inc 
Weiner 


King (+ 4, Markets Ine 
King Kullen Grocery Co 
King's Market 

Kings Super Food Markets 
Klein Super Market, Ine 
Krambo Food Stores 
Lewiston Sanitary Market 
The Liberal Market, Ine 
Lincoin Market, Ine 

he Little Stores 

Logan's Super Markets 
London Terrace Food Stores, Inc 
Lower Main Super nee 


we 
Food Markets, Inc 
System Food Stores 


aes & Locker 


rk's r I 
The Market Besket Corp 
Market Basket 
M Ine 


Super Markets 
McKinley Super Market 
eoske's 
Meljer s Super Markets, Inc 
Merrigan Super Markets 


Messick & Sons 
Metager's Super Market. 
Fred Meyer. Ine 
Mid Island Markets 
Milgram Food Stores. Ine 
Miller's Super Markets 
Milner Stores Co., Ine 
Minimax Store 
Frankie Mitse h s Corner ane 

In 


0 Hara’s Loop Market 
Obie Giant Food Market 
Oleson's Super Market 
Oliver's Super Market 
Oppen's _—— 
Ormesher s 

Pangle's Ticoues Market 


Indianapolis 2. Ind 
Minneapolis 


Mich 
13. Mo 
Parma, Michigan 
Lincoln, Nebraska 
Wheatland 
Visalia 
Irvington 11 
erson 
Minneapolis 
opeka 
Springfield 
Monroe 


Wilmington 
Cleveland 


Cape Girardeau. 5 
Ludington, Mich 


Anderson 
Little Rock 
Mich 
lowa 


ee —— Kansas 
Intario 
Pittsburen 22 


Wilmington, Del 
Syracuse Y 
Sheibyville 


Los Angeles 26. 
Jamaica. N 

Daly City 

East Orange 
St. Paul |, 3 

Milwaukee 12 


Johnson ¢ ity 
a ry 


i tohembte s ¢ 


San Angelo 
Lansing, Michigan 
Storm Lake 
Sandusky 
Geneva, N 
Los Angeles 22, Cal 
Muncie. Indiana 
Alexandria 
Los Angeles 5. 
Amaritio ie 


Re 
Pittsburgh 22 
University City 5 


niry Super Markets 
Pauli's Super Food Mart 
y “N"-Save Super Market 
y'n Takit One Stop Shop 
Penn Fruit Co 
Ce 
Food Markets 
Markets 
Pessin Grocery Co 
P Gs Super Markets 
Phillips Dept 
N- Pay Super Markets, Ine 
Pigely Wigely Great Lakes. Inc 
Pigaly Wiggly Midwest Co 
Pinehurst Grocery Ine 
Pittsburgh Mercantile Co 
Plumb's Super Markets, Ine 
—s s Food Service, Inc 
(. Prange Co 
Prinster Bros 
Stores 
» Public Market Co 
ublix Super ag Ine 
Purity Food Stores 
Quality Food Markets. Ine 
Quality Foods, Ine 
Quincy Foods, Ine 
Ramey's Super Market 
Fred P. Rapp. Ine 
Reid's Better Food Stores 
Richard's Lide Market 
KRichey's. Ine 
Rite-Way Super Market 
Riverside Market 
Rodenhberg 's 
Rogers Markets, Ine 
Rudy's IGA 
Rushing 's 
. Markets 
Saratoga Super Market 
Sehenberg’s 26th Century Supers 
Seottish Chief, Ine 
Shaffer's Markets 
Shaul's Super Market 
Sherwood Swam & Co.. Lid 
Shirlington Super Market, Ine 
Shopwell Foods, Ine 
William Shore, Ine 
Siegel's Super Market. Ine 
Simp s Super Stores 
Smiling Food Market 
Smith's Complete Market 
George T Smith's Market Baskets, Ine 
H. A Smith Markets. Inc 
South Public & Helpy Selfy t sesame 
Square Deal Market Co 
Standard Humpty Duepty Super Mkts 
Star Market Co 
Star Markets, Inc 
Star Super Markets 
State Super Market 
Steinberg's Wholesale "“Groceteri Lid 
Sternbaum's Complete —_ Marts, Ine 
Stevens oe No Ine 
hop 


Step N Shop Food Market 
Sunshine Food Markets 
Supreme Markets, Inc 
Supreme Sunrise Food Exch, Inc 
Sure Save 
Tanner Brice Co 
Tenenbom's Super Markets. Inc 
Thomson Food Market 
Tip Top Grocery Co 
Trading Port, Ine 
Trott Super Markets, Inc 
Trowbridge Super Market 
Twentieth Century Market 
United Markets. Ine 
United Public Markets, Inc 
Universal Food oe Ine 
Van's Food Dep ores, Inc 
Verscharen s Pood. Centers 
Vie's Market 
Vogel's Ine 
Walter's Food Shop 
Warehouse Market, Ine 
Webber's Super Market 
Weber's Super Market 
Wegman Food Market, Inc 
J. Weingarten 
Weis Pure Food Stores, Ine 
Wesselman's 
Weybosset Pure Food Markets 
Whiteman’s Super Market 
Whiteway Food Scores 
Wieboldt Stores, Ine 
WwW. W. Wilt, Ine 
Witt's Market House, Ine 
Womack's Superette 

rd Stores Limited 


Food Stores 
Zimmerman's Twelve Mile Store. 


Dearborn, Michigan 
Chicago 47. It 
lutte, Mont. 
Eugene, 
Fhllegsighte ! 
nstown 
Cedar ‘Kap ds 
Roe! 


Rockford, Tl! 

Manchester, Conn 

he agg = 
uskegon 


Laurium 
Greenville 


Springfield 

St. Louis 16 
Charlotte 3 
Newport Reach 


—-. 
Ft. Wayne I 
— ace 


San Sasaanlien 
Omaha 11 

St 18 
PeekskM. > 
Wilmington 165 
St. Louls, 
Oakland, 
Arlington 


Pelham Manor 65, N 
Wa 


Y 

aterbury. Conn 

wns ~~ —A 19, Va 

Tenn 
iivouenvane, N 
Porterville 


ou 
Washington 1, 


Oklahoma City 4, oe. 
60. Ma 


Newtonville 


Ferndale. Mich. 
Montreal, Can 
Mansfield. Ohio 
Miami 42. Fla. 
Missoula, Mont 
Boston, Mass 
Huntington, 


Tul ok 
Rochester, N.Y 
Marshfield, Wis. 
Rochester, N. ¥ 

Houston a 


iivaneville, 
Providence 3, RB. 1. 
° Atlanta, 

Amarillo, 


Vancouver, B. ¢ 


Sequin, Texas 
Dallas, Texa: 
Gresham, Oregoo 


Me ee RS a cs an SU gee Ss Gare Me Ge a 8 Be a ao ed ee 
See: oh % ae eh aed mE . ti ar an i a = aie. ote + Oe ong a ot eye er eee or : ¢. 1S ee eecne 
Pa. ae ae eRe oe Ae a ee Ge see nip aaa ut aaa gg Sh “Se, } i. en + eee 
, Peete poe Va oe ae fcc eae ho rt ines Saye Ae oe 30 the te _ uh Z | eee “ere 
on Be ES pee } Br} we oe ya 2 a ae eh eee Oe" tae Vie sees 4 Re, ye Se 
page ee ae = vf ere ee a 4 Se ee Grea eas” | # Ee < une Ch ae): - cake 4 ened 2 As 
“ aan ii aug : cae Me CS Se ae ae Pr tree: . he in hss a “hei 
} es os ee a Po thee oS at. oe i ee; pi gees ee) : eat ae) a, ae ie oc ie wk J “Dien a 3 
= ws es Re) gate eae 7 Aare RR “Ee ig ee ae ss 4 ee oS any eet 
-e oe aan oe = Pewee eee eee ee ee Pee Sie Se x tig <a ets) dem 
oc es tee a es nee Sy See he ae tee ae Bi. SET Sa re ar as ee: at 
p he at See 3 Bris Anta ess | eee ie a, “UPA SOLOS a“ Bey ae i go yee i. a ee De, 
ope eae a ak Be Oe ee he ee 8 
io eae eS ae a ie 2b ae ee SMS ger es : ie EG Stele ae age ee peti ek) ye 
sae ae Nie a nee a ee a ae eg ae” AYER a eee eee Ce ay mesg | ae © 
fhe ‘ae ae ie 7 ee ss ae es 1 ee Pcie or aa ferraaser bi es ae ae Pe: nore ? ae ot 
Ange oe : ooo eet ee ee ee ts ie ets ie Th i Po eee hoe; = ee i ee Bye ! hie F 
é Pats aM ee Gre a Re | see A ah ia Oe ee oe ais ee een a ois, 
2 Bs: Be ‘ Vane : alt ee. op : : f ‘ + pein lana ana a Es: eg as, Sea 
* San 2 eine or ae gues = . See c.A | Oriaey ge | Sag oA es ee - *: ; = > a aes ee, ; ee E a ca See aE Ae 
eet ae : ph, ae Se ao agin otal a neat oF al “aoe ey ie De. an 4 Bn Betta ou 
. Re Le : : d ge : : a » aie eae em bs 
be ; ; ie ‘a ee 
: ‘ « ke eee 
: : rkozn Spe a ae 
Scr rae = 
; azar Gera vae a 
Pea: Te 
ae ee 
ae aero be 
: a wee 
Li ae 
~ % een ‘a eae, 
“ ‘ : oe i peeaeaeee 
2 i Se Bie a oP ty. 
a | ieee 
gee se ~ eo as ‘ee 
* ” nS eae ee 
A ‘ a © Ne ae re 
4 ¢ Bie at Faas 
: - Te Ses 
: Be Si ary 
4 ae ” I eG 
2 a ee S 
Be oe Bieta hy . 
ah ee 
ee pee a Rs 
Fa i 
. Asa Suge ce To 
3 re eo ae | 
Cee Isat ery 
f re a Sh A geet had: 
ABR: Lp sees: 
be. ; 
> +e : r Smee o3 
i So tet 
> MSL 1 Eee eae : 
: ‘Rees eee = ae 
we Gj is Lalas 
, Ea eee 
. ' | era ena eee 
; a ee oa 
x Pa Davenport, lowa A ee) st i ee 
Mi Rock Island. Ill 1 te aaa: 
York Hartford 1, Conn ft hae dPiay See 
A the Mark Ine “a Claremont, N. H : Be Nee 1S eaten Stee 
Albe Mark Ine ‘ Ma Tipton, Mo. Rig eee Le 
. : Fred W. Alhe Groe. Co Ohte Dayton, Ohic Be. lg ig Se: 
: : Kansas City, Mo — eee 4 
a a‘ Omaha, Neb Re eee +} 
: i Cleveland 15, Ohio nd) aint ad 
ge RE: “ Gold's Food Basket Sheboygan. Wis s Emee ie oe ana 
mes ie | Golden Dawn Food Store Sa Es ee tea 
. la | Goldstein & Iseman, Ine e ee ee 
z : Chicago 38, Til | Good Deal Super Market eS | Se 
aa BF Norwich, Conn Great Eastern Store aM ang er i 
X Toledo 2, Ohio Jackson, Mich eee : : 3 
hy Calif Grand Junction, Colo. E is = ae eee . 
3 Mo Sanford, N.C : agate he ie ore 
. . Clairton, Pa East Providence, R. I i Ps Be SM ee Spey 
San Antonio 2, Texas Lakeland, Fla Bene et iia at 
: t La Py —-} eae oat ‘ 
; 0 : Bie hes. to a 
na Oregon 18, Obte Juiney, IN ee eee 
= aes Ghicage 2 He Mt a ae 
‘ Te Omaha 8. Neb Ne SS 2a a eee : 
fase | Mollick @ Car as low . i 
ME. Mass. | H k & Ca er, lowa ce (ERA ecg: 
ay Wilkes Barre. Pa H } re Bors Texas N an. Okla TUE Se Ang Paar 
de | : Mict heis. Pe Pie eee 
ae! Wooster, Ohio ‘ nd SUP Ee ey oe 
Lovie! Se | | ui es Doge a 
e St. Louis! Mo we Re 2 i eae 
Concord, N. ¢ Ja J ‘ Cal renee 4 peas ae. 
; Neb AAS BS Sales tae 
> Mo ai te ae rae 
: , ¥ et a 
2 ‘ . ' Del bs aie fy 
: { Jack Miss Mo a = eS 
fe ‘ Tuscaloosa, Ala Cal prem 2 
4 ‘ Green Bay, Wis Va eae iS ; 
; | a, as . 
, ae re a es 
am << . or oe 3 
- ‘ ay Cero ep ie 
mm fy 4 -- E . ect oa + 
ea fe ‘ _ Los Ang Cal Ge at etn arene: 
: ‘ Ka New Brunswick, N. J ne tas Sa Bt eee 
~% ‘ Salisbury. N. ¢ eee ee 
ey ‘ Cal La Mich ee ae Sk LA 
: t Y P n, Mich : ac Nea eee 
2 f Cal 1, Mo eyes bears 4 ra 
. ‘ Sparta g. 8 inn Bee es eas 
- Co vo Cambricde *. Mass Wis a ae: on tea ee 
‘4 co ~som wiston, Me i Pa perc: ee 
4 ‘ FP ston 8, Onto Ho wy ae ee 
‘ rie, Pa Vee ae = | 
‘ Syra ‘YY Tenn eee ae 
Coral H Super Market Washing aa Tenn ze ae : 
_™ Crestwood Shops Omaha “- Sakae 7 ie | 
Crystal Super Mkt Minneapolis, Minn a eee ae 
a Cut Price Super Market St. Paul, Minn Luek Pougha s a at aM Tigi 
> Kingsport, Tenn. | Luck Sa Cal ee poh Sopa 
7 —aa bat | . a ‘Dorchester 24, Mose ae ee ' 
; m Dorchester 24, Mass oe PL eeee ' 
i. Mac's M East Rockaway, N.Y Bee ae 
— Chicago, Ti. ; Sie ft oe 
Vidalia, Ga OE SS paraaiine ee fe 
Davenport. lowa ; eee eee 
ansas St. Catherine, Ont., Can. ‘ rr P 
Hu ansas Miami 32, Fla. a ea § 
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Advertising Age, January 22, 1951 
New TV Program 
Group Appointed by 
Crosby Enterprises 


HOLLywoop, Jan. 18—Bing Cros- 


by Enterprises has signed an ex- 
clusive contract with United Tele- 
vision Programs Inc., whereby 
the distribution organization will 
handle all its television film re- 
leases for sales on a national, re- 
gional and local basis. 

United Television Programs is 
the national television film dis- 
tributing company formed recent- 


ly (AA, Jan. 15) by Edward Pe-| 


try & Co., Standard Radio Tran- 
scription Service Inc., and Cen- 
tury Artists. 

UTP will sell “Fireside Thea- 
ter,” film series made by Crosby 
Enterprises for Procter & Gamble 
Co., for second runs under the title 
of “Royal Playhouse.” Fifteen sta- 
tions are said to have signed al- 


ready for the series. In addition ° 


to “Fireside Theater,” the Crosby 
organization is currently ready- 
ing a series of mystery plays as 
yet untitled, and “Hal Burdick, 
Night Editor.” 


@ The distributing organization 
is also handling the distribution 
of three film series produced by 
Jerry Fairbanks Productions: 
“Paradise Island,” “TV Close-ups” 
and films of wrestling matches. 

Officers of United Television are 
Jerry King, Standard Radio Tran- 
scription Service, president; Rich- 
ard J. Dorso, Century Artists, ex- 
ecutive vice-president; Milton 
Blink of Standard, secretary and 
treasurer. Offices are at 8619 Sun- 
set Blvd., Los Angeles; 360 N. 
Michigan Ave., Chicago; 488 Mad- 
ison Ave., New York. 

According to Mr. King, United 
will serve to “stabilize distribution 
by providing for the mutual bene- 
fit of producers and buyers the 
experience and integrity which 
have been the bulwark of our 
present respective business opera- 
tions. Until now there has been no 
single organization possessing the 
necessary connections and experi- 
ence that would enable it to cope 
with the chaos enveloping the in- 
dustry. Everyone, producer, spon- 
sor, advertising counsel and sta- 
tion operator, has been forced to 
work devoid of any awareness of 
the needs of others.” 

Mr. King asserted that the pres- 
ence of United will mean an in- 
crease in film production because 
producers will now produce with 
the certainty that a market and a 
proper return await their pro- 
grams. He predicted also that the 
new organization would encourage 
banking investment in TV film 
production. 


Duane Jones Names Hughes, 
Hubbard and Gill V. P.s 

Robert G. Hughes Jr., Lawrence 
J. Hubbard and Donald G. Gill 
have been appointed vice-presi- 
dents of Duane Jones Co., New 


Donold Gill 


L. Hubbard R. Hughes Jr. 


York. Mr. Hughes is in charge of 
the copy department, Mr. Hubbard 
directs the research and merchan- 
dising department and Mr. Gill is 
a contact supervisor for the agen- 
cy. 

. te 


Sage Joins Castleton China 


Albert W. Sage, formerly man- 
ager of the china and glass gift 
section of B. Forman Co. of Roch- 
ester, N. Y., has joined Castleton 
China Inc., New York, as adver- 


tising and sales promotion ad 


ager.” 


CLASSIFIED FOLLIES—Humor and the classified advertising style 
were combined by Stern’s, Philadelphia, to advertise specials 


aoe 


Only 28% of Industrial Advertisers Plan 
Copy Change Because of War Demands: ‘]M’ 


Cuicaco, Jan. 17—Almost three- 
quarters of the industrial adver- 
tisers surveyed by Industrial Mar- 
keting report that war demands 
will not result in any alteration in 
their advertising copy approach in 
1951. 

As reported in the January issue 
of the publication, replies were 
received from 203 industrial ad- 
vertising and sales managers quer- 
ied in Industrial Marketing’s fourth 
annual survey of advertising and 
sales promotion plans. 

More than 72% said that there 
would be no change in copy ap- 
proach. The remaining 28% said 
that their companies’ campaigns 
would feature equipment that (1) 
can be delivered promptly, (2) 
will increase production, and (3) 
will save time. Copy also will em- 
phasize available services and ex- 
plain uncertainties involved in de- 
liveries. 


@ Principal findings of the study 
include the following: 

1. When asked whether 1951 
sales will go up or down, 83% of 
the respondents predicted increased 
sales, 14% forecast no change, and 
3% expected a decline. Of the 83%, 
one-third expected gains of from 
11% to 20%, and another third 
predicted increases of from 21% 
to 30%. 

2. More than 56% of those re- 
sponding said that they would 
meet increased ad production costs 
and space rates by boosting bud- 
gets. Ads will be repeated by an- 
other 14%, and 13% indicated that 
they will use less business paper 
space to offset rising costs 

3. More than 70% will increase 
the total ad budget. Another 25% 
will keep the budget at the 1950 
level and 5% will reduce expendi- 
tures in 1951. 


s 4. About 35% of the respondents 
|said that all or part of the in- 
| creased appropriations will go in- 
}to direct mail activities, and an- 
other 34% will schedule increased 
space in business papers. This rep- 
resents a marked shift from the 
attitudes expressed in last year’s 
survey, when 53% planned to use 
more direct mail and 27% planned 
to use additional space in business 
papers. 

5. More than 19% of the indus- 
trial advertisers plan to introduce 
new products and 13% will culti- 
vate new markets. 

6. About 14% of the respondents 
said that they expected to spend 
more money for catalogs and prod- 
uct description literature in 1951 
than they did in 1950. 

7. Backlogs are mushrooming, 
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ABC-TV Names Stovin Leslie Salt Names Whitney cot S _A eae a 
Horace N. Stovin Co., Toronto, Merrill P. Whitney has been i — 


has been named Canadian tele- 
vision sales representative for the 
owned and operated TV stations 
of American Broadcasting Co. 


named general sales manager of 
Leslie Salt Co., San Francisco. He 
has been with the company for 25 
years. 
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General Mills Names Hatner | 


Fred H. Hafner has been named 
a vice-president of the chemical 
division of General Mills, Minnea- 
polis, directing purchase and sales 
of soybeans and soybean oil meal 
at the company’s plants in Bel- 
mond, Ia. and a new plant in 
Rossford, O. 


Baker Agency Names Stodola 


J. C. Stodola, formerly a copy- 
writer with Klau-Van Pietersom- 
Dunlap Associates, has been ap- 
pointed copy chief of Jim Baker 
Associates, Milwaukee. 


NBC Names Edward Munson 


Edward Lyman Munson, former 
director of NBC’s film division, has 
been appointed director of televi- 
sion operations for the network. 


of Bum Art, high prices? 


4 Spread 4000 new, top agency -quality 
Spots, covering every need, before you 
and pay only $1.00 for those you use. 


Not a cheap throw-a ar: limited to 
' 


> “recognized agencies, editors & Ad | 

Aa rs. Write today for free brochure. | 

ee STIVERS STUDIO. 
Vout Office f 


Sen Francisco 19, Colifernio | 


Manning, Bowman Names F&D 

Manning, Bowman Inc., Meriden, 
Conn., maker of kitchen appli- 
ances, has appointed Foster & Dav- 


ies, Cleveland, to handle its ac-| 


count. 


television for established M-B 


Plans call for the use of 


products and introduction of a new | 


portable mixer and an automatic 
coffee maker. 


Ziv Appoints Arthur Berg 
Arthur H. Berg, former Ameri- 


can Broadcasting Co. account exe- | 


cutive in the network’s Chicago 
office, has accepted a similar posi- 
tion with Ziv Television Programs. 


| 


His headquarters will be in Chi- | 


cago. 


Appoints Jenkins Agency 
Norris Dispensers Inc., manu- 
facturer of refrigerated milk and 


beverage dispensers, has appointed | 
Ray Jenkins & Associates, Minne- | 


apolis, to handle its advertising. 


Brown Promotes Cuchra 

Stanley J. Cuchra, in the produc- 
tion department of C. Franklin 
Brown Inc., Chicago, has been pro- 
| moted to production manager. 


Now, for the first time, you can 
advertise to top-flight people 


in Latin 


America 


__ who read Reader’s Digest 


~ in English 


One of the publications most read for over 20 
years by top executives in Latin America is 
Reader’s Digest . . . IN ENGLISH. Surveys 

¢ show that 44% of the readers of this edition 

; have incomes over $5,000; 45% are executives, 

i professional men or business proprietors. 


Beginning with the May 
1951 issue we will, for the 
first time, accept advertising in 
this edition. New press equip- 
ment makes this innovation 
possible. 


Guaranteed circulation, 
initially, will be an average 
monthly sale of 40,000 copies in 
1951. 


Saving on production. 
Advertisers who already use the 
Spanish Edition will save pro- 
duction costs, as we will convert 
Spanish plates for use in the 
English Edition at no cost to 
the advertiser. 


Editorial content will be 
identical with the current issue 
of the U. S. edition. In effect, 
this means that English-reading 
residents of every country in 
Latin America and the Carib- 
bean will receive Reader's 
Digest in the familiar form to 


which they are accustomed— 
except that it will now contain 
advertising. 

Printed in the U. S. by 
letterpress, on fine coated 


paper, this new edition will offer 
high-quality reproduction. 


Rates (one time) are as fol- 
lows: 


1 page B&W $385 

1 page 2-c $440 

1 page 4-c $575 

1/2 page B&W $210 

1/2 page 2-c $240 
May issue 


closes February 15 


For reservations and further in- 
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December and 1949-50 Total Volume in Business Papers 


These figures, compiled from Industrial Marketing, must not be quoted or reproduced without written 
permission. Unless otherwise noted, al] publications are monthlies with standard 7x10” type pages. 


INDUSTRIAL GROUP 


American Dyestuff Reporter . . 
American Machinist (bi-w.) . 
American Printer .......... 
Analytical Chemistry 
Architectural Record 
Arts & Architecture ............ 
Automotive Industries (semi-mo.) 
ET 265 éncUbin iedboees . 
Aviation Week 


Brewers’ Digest ............ 
Brick & Clay Record 
Se DEED cncccccccceccce 
Butane-Propane News (4!/ax6'/e) ... 
Butter, Cheese & Milk Products 


Canner (w.) ...... 
Ceramic Industry .............. 
Chemical & Engineering News (w.) . 
Chemical Engineering 
Chemical Industries 
Chemical Processing ............. 
Civil pn wisesboesadeauee 
Coal A > ‘ 
Coal —... aaene 
Commercial Car Journal ...... 
Construction Digest (bi-w.) ...... 
Construction Methods & Equipment .. 
Construction News Monthly 
Constructioneer 
Constructor .......... 
Contractors & Engineers Monthly 
(99x14) 
CO aaa 
TE cchtncaeceaeo be . 
Diese! Progress (9x12) 
Distribution Age’ 
a ee 
Orug & Cosmetic Industry . 
Electric Light & Power 
Electrical Engineering ...... 
Electrical Construction & Maintenance 


Electrical World (w.) . 
= 
Engineering & Mining Journal . 
Engineering News-Record (w.) ... 
Excavating Engineer 
Factory M 
Fire Engineering .......... 
Fleet Owner ........ 

Food Industries 
Food Packer 


Gas Age (bi-v “w. ) ebedendss as 
Heating & Ventilating ............ 
Heating, Piping & Air Conditioning . 
Ice Cream Review . 


| Industrial & Engineering Chemistry : 


Industrial Finishing (4/gx6'/2) .... 
Industry & Power 
Inland Printer . 


Manufacturers Record . 

Marine Engineering & Shipping Review 
Mass Transportation 
Materials & Methods .......... ‘ 
Mechanical Engineering .......... 
Mechanization 
Metal Finishing 
Metal Progress 
ST secsenneee 
cedenéaaeese 
Mining Engineering 
Modern Machine Shop (4!9x6'/2) . 
Modern Packaging ............. 
Modern Plastics ... 

Modern Railroads ............ 
National Petroleum News (w.) . 
National Provisioner (w.)* ..... 
National Safety News ........ 

Oil & Gas Journal (w.) 
Operating Engineer 
Organic Finishing . aaa 
Pacific Builder & Engineer 


| Packaging Parade (9% x12) ...... 


formation, apply: Reader’s | 


Digest International Editions, 
Inc., 8 W. 40th St., New York 
18, N. Y. (LA 4-0900). In Chi- 
cago: 333 N. Michigan Avenue, 
Chicago, Ill. 


International Editions of 


READER’S DIGEST 


MORE readers... MORE influence... MORE buying power 


Paper Industry 
Paper Mill News (w.) 
Paper Trade Journal (w.) ... 
Petroleum Engineer ........... 
Petroleum Processing .... 
Petroleum Refiner ....... 

Pit & Quarry ........ 

Piant Engineering .. . 


Power Engineering ; 

Practical Builder ... 

Printing Magazine , . 

Product Engineering .............. 

Production Engineering & Management 

Products Finishing (4'/2x6! hh 

Progressive Architecture 

Purchasing . 

Quick Frozen ‘Foods & the Locker 
. 

Railway Age (w. 7 ; 

Railway Engineering & Maintenance . 

Railway Mechanical & Electrical 
Engineer 

Railway Purchases & Stores 

Railway Signaling & Communications 

Roads & Streets 

Rock Products 

Sewage and Industrial "Wastes 
Engineering 

Southern Lumber Journal ‘ 

Southern Lumberman . 

Southern Power & Industry 

. - | aw 

Supervision . 

Telephone Engineer 

Telephony (w.) ....... 

Textile Industries ..... 


| Textile World ............ : 


1950 1949 
S4 66 
*47 *47 
126 105 
129 121 
8109 8100 
"369 9-401 
40 50 
41 36 
(182 131 
19 24 
96 139 
*33 *36 
9132 *107 
122 128 
77 79 
29 29 
50 51 
40 868 
*45 *38 
82 94 
*70 *79 
33 32 
"58 64 
*60 59 
M41 122 
‘244 241 
079 104 
123 14 
46 47 
150 144 
*20 "18 
122 14 
"130 *161 
*107 *91 
*69 *62 
107 *80 
33 30 
51 “44 
‘65 64 
127 102 
51 42 
55 58 
§155 §133 
112 105 
87 83 
*65 "57 
102 122 
38 36 

71 71 
251 *248 
239 *201 
120 109 
"269 *258 
30 33 
*205 *184 
43 41 
97 96 
#120 *126 
*29 *42 
71 61 
*173 *176 
"a9 “47 
74 78 
66 65 
108 104 
75 60 
106 118 
*66 *63 
70 129 
77 88 
94 85 
437) 089 **477 
§*110 §*87 
122 93 
+188 *186 
205 177 
243 251 
"30 +38 
78 95 
22 24 
90 105 
86 87 

- 20 
*66 *59 
§103 99 
‘81 73 
"183 “179 
830 27 
244 216 
*128 *128 
"112 *122 
80 53 
95 90 
M1 137 
49 45 
§*505 *§*512 
46 55 

7 7 

*76 *78 
57 52 
52 65 
s*ll9) §*1l4 
125 **150 
"139 "145 
69 61 
“144 "143 
*93 “85 
S4 % 

55 48 
234 198 
72 65 

75 57 
45 44 
*232 *218 
La 67 
64 63 
88 71 
*205 "195 
59 47 
‘210 192 
45 48 
83 91 

97 78 
32 32 
“64 "48 
“1s “110 
22 19 
84 *78 
*251 "231 
89 79 
"365 *333 
2 4 

“85 *73 
$*142 9*124 
M41 140 
197 isl 


| Dental Survey 
| Fountain Service 


| Hotel Management 


| Farmaceutico 
Hacienda (2 editions) 


| Pharmacy International 


Tool & Die Journal (Sx7'g) ..... 
Tool Engineer 
Traffic World ( 
Utilization .......... 
Water & Sewage Works 
Water Works Engineering 
Welding Engineer ..... 
Western Canner and 
Western Construction .. 

Western — . 
SE EE sasccesseccees : 
anh ny Digest (4//ox6'/2) ... 
World Oil 


WED secccccccocscccecs 
PRODUCT NEWS GROUP 


Dec. 


Pages 
194 


Pages in Year 
1950 iga9 
1043 1065 

909 863 
1456 1331 
1133 1142 

760 729 

652 640 

535 620 

590 684 
1004 1021 

513 528 

814 864 
1811 1948 
2419 2606 

690 764 


Volume figures for product news information publications below are re- 


ported in 1/9 page units (approx. 3'4x494”) .. 


pages. 
Electrical Equipment ... 


Industrial Maintenance . . 
New Equipment Digest . 
Plastics World .... 
Product Design & Development - 
Transportation Supply News . 

Total 1/9 page units ...... 


TRADE GROUP 


Air Conditioning & Segue News 


(w.) (11¥gxl6) ... 
American Artisan ... 
American Druggist .... . 
American Lumberman & Building 

Products Merchandiser (bi-w.) . 
Boot & Shoe Recorder (semi-mo.) 
Building Supply News .. . 
Chain Store Age—Administration 

Edition Combinations ........ 

Druggist Editions .......... . 

General ee 

Store Editions .... 

Grocery Editions ........ 
Domestic Engineering : 
Department Store Economist ... . 
Electrical Merchandising (9x12) 
Electrical Wholesaling - 

Farm Equipment Retailing ....... 
Farm Implement News (semi-mo.) . 
Florists’ Review (w.) . 
Fuelod & Oi! Heat . 
Geyer's Topics 
Glass Digest .... 

Hardware Age (bi-w. “y - 
Hatchery & Feed ..... 
Hosiery & Underwear Review 
Hosiery Industry Weekly . . 
Hosiery Merchandising 
Implement & Tractor (bi-w.) . 


| Implement Record 


Industrial Distribution . 
Jewelers’ Circular-Keystone 
Leather & Shoes (w.) ... 
Lingerie Merchandising 
Liquor Store & eee 

otor ‘ 
Motor Age ... 
Motor Service (4! Oe D aees 
NJ (National Jeweler) vt @x745) 
National Bottlers’ Gazette 
Office Appliances » 
Photographic Trade News ...... 
Plumbing & Heating Business 
Piumbing & Heating Journal ...... 
Plumbing & Heating Wholesaler .. . 
Poultry Supply Dealer .. 
Progressive Grocer (4'4x 
Sheet Metal Worker 
Southern Automotive Jour 
Southern Hardware .... 
Sporting Goods Dealer 
Sports Age ... 
Super Market Merchandising a 


Variety Merchandiser (45x65) .. os 


Wood Construction & — 
Materialist ... 


Total 


CLASS GROUP 


Advertising Age (w.) (10%4x14) 
American Funeral Director 
American Hairdresser 
American Restaurant ..... 
Banking (7x10-3/16) ........ 
Chain Store Age—Fountain 
Restaurant Combinations .... 
Cleaning & Laundry World .... 


Hospital Management. 


Hotel Monthly 

Hotel World-Review (w.) (9! 4x4) 

Industrial Marketing ........ 

Journal of the American Medical 
Association (w.) ..... 

Laundry Age 

Medical Economics | (4! 4x6%) 

Modern Beauty Shop 

Modern Medicine (semi-mo.) 


Oral Hygiene (4-5 16x7-3 16) nae 
Restaurant Management . 
Scholastic Coach 
— Executive—Schoo! Equipment 


ay & College Management| ; 
(97ax11%4) ... 

What's New in Home Economics . 
Total 


EXPORT GROUP 


American Automobile (overseas 
edition) . . 
American Exporter (2 editions) . 
American Exporter Industrial (2 
GED cc cccccccccccece 
Automovil Americano ......... 
Caminos y Calles ..... ‘ 


Hospital ...... 

Ingenieria Internacional Construccion 
Ingenieria Internacional Industria 
McGraw-HAl Digest .......... 
Petroteo Interamericano 


301 3775 
702 8524 
141 1798 
455 5857 
133 2121 
187 2842 
32 685 
1951 25,602 
*42 702 
76 1368 
70 1363 
*137 2012 
*122 2191 
81 1738 
*13 306 
50 1029 
72 1618 
57 1283 
127 1885 
57 956 
*101 1808 
68 969 
55 756 
*§*159 1906 
§*478 5023 
64 1216 
69 951 
28 360 
**222 4127 
39 532 
96 1201 
49 653 
26 335 
§*309 2193 

57 
142 2242 

136 
*§*150 1474 
43 7% 
32 581 
896 1904 
87 1320 
15 1724 

123 
78 975 
141 1743 
48 699 
84 1063 
49 790 
25 476 
31 385 
102 1791 
"55 802 
87 1355 
69 1087 
109 2039 
28 617 
76 1378 
39 995 
32 565 
4,721 69,832 
1s4 2397 
57 871 
3 465 
66 1034 
48 760 
12 304 
27 483 
93 1222 
25 518 
s4 811 
73 1190 
*41 529 
“41 539 
99 1152 
*295 3609 
59 663 
110 1501 
45 762 
128 1928 
53 985 
124 1381 
62 910 
32 476 
37 801 
22 232 
42 999 
1,830 26,522 
lll 983 
136 1983 
116 1788 
1s 1161 
26 350 
43 S65 
92 1207 
16 170 
6 706 
83 905 
27 335 
63 540 
18 270 

129 


not in standard 7x10” 
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ee Dec. Pages Pages in Year = 
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4 eee 
lh se |= = s 
American Aviation (bi-w.) ........ 482 630 67 34 
American Builder ............. 1883 1798 135 109 
American City 1589 1506 185 *80 
Af 1067 1107 56 51 
SC‘ 4630 4696 5051 
389 © 470 *4300 #43 
: 459 447 34002~C #46 5 
7 2177 «(1830 *76 *72 
259 4256 *41 2 #35 
: 1901 1922 65 2 *64 
‘ 460 521 *146 0 #141 
2 1684 1526 | §*190 §*234 
’ | Bakers’ Helper (bi-w.) . 1867 = Wor! . 46 49 
ne nce seaceees 1002 oo 257 201,510 204,065 
_ 2, ———— 
| Boxboard Containers 634 579 
: 4 pay a 
a 
1369 1562 : 
1004 = 1056 
— schcianay ae 3883 
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Sick 783 860 | — | 1844 
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Advertising Age, January 22, 1951 


Dec. Pages 
1950 1949 
IED cd dsannsesscodsuce 8 7 units, sold as pages. 
Spanish Oral Hygiene section. 
(4-5/16x7-3/16)  ...... 29 3» 409 47 
Textiles Panamericanos ......... 69 55 697 657 
BED SatGidessicneve 989 81,008 12,270 13,539 


Business Paper 
Linage for 1950 
Off 1% from ‘49 


Cuicaco, Jan. 15—Business pa- 
per advertising linage during 1950 
was 1.3% below 1949, according to 
an analysis by Industrial Market- 
ing. 

Advertising in 253 representa- 
tive business papers which report 
their figures to Industrial Market- 
ing totaled 335,736 pages in 1950, 
whereas the same papers carried 
340,291 pages the previous year. 

For the month of December, 
1950, the 253 publications reported 
an increase of 1.5% compared with 
linage in the corresponding month 
of 1949. Linage for December, 
1950, totaled 25,140 pages, while 
in December, 1949, it was 24,767 
pages. 


s The 151 industrial papers on the 
list gained 3% in December, but 
the cumulative total in 1950 was 
1.3% below the total for the pre- 
vious year. The industrial papers 
carried 201,510 pages during 1950, 
and 204,065 pages during 1949. In 
December, 1950, these papers re- 
ported a total of 15,721 pages, 
whereas they carried 15,257 in De- 
cember, 1949. 

The product news publications 
wound up 1950 with a total of 25,- 
602 one-ninth-page units, an in- 
crease of 4.2% (1,033 units) over 
the 1949 total of 24,569 units. In 
December, 1950, papers in this 
group accounted for 2,114 units, 
8.4% more than in December of the 
preceding year, when 1,951 units 
were carried. 


e Advertising linage in the 52 
papers in the trade group during 
December, 1950, totaled 4,401 
pages, off 68% from the 4,721 
pages carried in the same month 
the previous year. However the 


Does not include advertising in special Western 


Distribution age . . 1949 totals include a directory as a separate 
issue; 1950 figures include directory as one of 12 issues. 


“National Pro- 


visioner . . 53 weeks in 1949, 52 weeks in 1950. 


cumulative total for the 52 trade 
publications was off only 3.1% on 
the year-to-year comparison. In 
1950, 69,832 pages were carried, 
whereas 72,050 pages ran in 1949 
in the same publications. 

December issues of the 26 class 
publications in 1950 carried a total 
of 1,915 pages, up 4.6% from the 
1,830 pages carried during Decem- 
ber, 1949. Total linage for the 
group for the entire year of 1950 
was up from the preceding year by 
1.7%. Last year there were 26,522 
pages, as compared with 1949's 
26,068 pages. 

Export papers were off 19 pages 
in December, 1950, as compared 
with the same month of 1949. A 


total of 989 pages were carried in| or b&w, are scheduled this spring | 


the last month of ‘50, 1.9% less 
than the 1,008 pages in 1949. For 
the entire year of 1950, export 
group ad linage totaled 12,270 


pages, off 9.4% from the 13,539| April 20 issue of Life will carry | 


pages carried in 1949. 


Home Laundry Group Elects 
George P. Castner, general man- 
ager of Beam Mfg. Co., Webster | 
City, Ia., has been elected president 
of the American Home Laundry 
Manufacturers’ Assn. Other of- 
ficers are: F. M. Mitchell, manager 
of laundry equipment sales of the 
Frigidaire division of General Mo- 
tors Corp., Dayton, Ist vice-presi- | 
dent; B. J. Hank, president of | 
Conlon-Moore Corp., Chicago, 2nd 
vice-president, and C. E. Anderson, | 
manager of the home laundry 
equipment division of General 
Electric Co., Bridgeport, Conn., 3rd | 
vice-president. Howell G. Evans, | 
vice-president of Hamilton Mfg. 
Co., Two Rivers, Wis., has 
reelected treasurer. | 


| 
To Grossteld & Statt 


Hoosier Factories Inc., Michigan | 
City, Ind., manufacturer of Jaymar 
men’s slacks, has appointed Edw. 
A. Grossfeld & Staff, Chicago, as 
its agency. Trade publications and 
direct mail will be used. 


Bates Joins Hill & Knowlton 

Albert W. Bates, formerly with 
Whitaker & Baxter, Chicago, has 
joined Hill & Knowlton, New York, 
as an account executive. 


Mengel Schedules 
Intensive Bedroom 


Furniture Campaign 


LouIsvVILLE, Ky., Jan. 16—Men- 
gel Co. will launch “the most 
powerful advertising program in 
the history of bedroom furniture” 
Feb. 2, with a full-page b&w ad in 
Life. The new Mengel promotion 
will continue the theme started 
last fall, “Do you keep your bed- 
room behind closed doors?,” and 
will add a new theme, “Open the 
door to compliments with Mengel 
furniture.” 

Full-page insertions, four-color 


in American Home, Better Homes 
& Gardens, Ladies’ Home Journal, 
Life, Living for Young Home- 
makers and Sunset Magazine. The 


a four-color spread. 


s Available to dealers is an ex- 
tensive variety of display material, 
including an unusual mobile dis- 
play that takes no floor space, 
can easily be hung from the ceil- 
ing, and moves continuously by 
air currents alone. Dealer aids in- 
clude easel backed ad _ reprints, 
testimonial cards, newspaper mats, 
direct mail folders and 30- and 60- 
second radio spot scripts. 

The Mengel campaign is aimed 
at building “completely new busi- 
ness” by selling bedroom furni- 
ture to “women who hadn't plan- 
ned to buy for years.” 

Earle Ludgin & Co., Chicago, is 
the agency. 


Displaymasters Names Bolin 


Displaymasters Inc., Minneapo- 
lis, manufacturer of regular and 
modular exhibit and advertising 
displays, has placed its advertising 
and publicity with Mike Bolin 
Advertising, Minneapolis. 


WPAW Joins Progressive 
WPAW, Pawtucket, R. I., has 
become affiliated with Progressive 
Broadcasting System. The 500-watt 
station is a daytime operator. 


| ANY SIZE—Consolidated Lithographing 
Corp. created this Seabrook former point 


of sale display which is available in three 


sizes, from jumbo real life to midget. 


| Bastord Ups Dutcher 


Howard Dutcher has been ap- 
| pointed director of the publicity 
and editorial relations department 
of G. M. Basford Co., New York. 
He has been associated with Bas- 
ford since 1947. William M. Otto, 
formerly with Geffen, Dunn & Co., 
| New York, has joined the depart- 
|ment as an account executive. 


Hoff Joins Norman Malone 


Ronald Hoff, formerly advertis- 
ing supervisor of Missouri Power 
& Light Co., Jefferson City, Mo., 
has joined the copy staff of Nor- 
man Malone & Associates, Akron 
agency. 


Seamon Joins Sherres Agency 

Mary E. Seamon, previously 
with the George Kahn Co., has 
joined the copy and publicity staff 
of Marvin herres Advertising, 
New York. 


Long Agency to Move Offices 

W. H. Long Co., York, Pa., will 
move on Jan. 29 to larger quarters 
in its own building at 28 N. Queen 
St. The agency was formerly lo- 
cated at 423 W. Market St. 


Sy Ait 3 _ | 
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FURNITURE & BEDDING + JUVENILE FURNITURE . CURTAINS & DRAPERIES « FLOOR G. G 


“UPHOLSTERY FABRICS 


« LAMPS & LIGHTING .« 


HOUSEWARES 


« ELECTRIC HOUSEWARES « MAJOR APPLIANCES « RADIOS, PHONOGRAPHS RECORDS « 


TELEVISION : 


! 


Premo Forms Company 

Premo Sport Publications, a 
company specializing in the pub- 
lishing and printing of sport sched- 
ules and point of sale promotion 
materials for national and local 
advertisers, has been formed at 561 
Fifth Ave., New York 17. Raymond 
R. Premo is president. 


Has 93,170 TV Sets 

Kansas City television receiver 
distributors report sales of 93,170 
television receivers in the Kansas 
City, Mo., area as of Jan. 1. This 
represents an increase of 9,720 re- 
ceivers since Dec. 1. 


Pabst Sales Promotes Swan 

W. A. Swan, assistant general 
sales manager of Pabst Sales Co., 
Chicago, has been promoted to gen- 
eral sales manager. He joined the 
company in 1939. 


‘Food Packer’ Names Carlson 

C. Melvin Carlson, formerly ad- 
vertising manager of The Canner, 
Chicago, has been appointed busi- 
ness manager of Food Packer, Chi- 
cago. 


Who would you pick 
as the 
key specifiers and buyers 
for industry? 


In round numbers, 14,000,000 


are employed in the nation’s industrial 
plants. How would you go about . 
ing the 60,000 who are most influeatial 


in specifying and buying equipaient, 
parts, and materials in all ae 
Industrial Equipment News fatind 
the answer, back in 1933, and has 
perfecting it ever since. Like 


solutions, the principle was si 
enough, once you got it. 

The answer was to publish a pr 
information service of particular v 
to the men whose job it is to sp 
and buy for industry, then let t 
men select themselves by reque 
this publishing service! 

That is why Industrial Equip 
News was founded, and that is 
reason for its successful growth. 
ation with Thomas’ Register of Ameri- 
IEN 
select the most active plants, and ac 
cess to the daily TR reports keeps 


can Manufacturers enables to 


Industrial Equipment News up to the 
minute on changes in industry. In 
addition, superior editing has made 
IEN a must for the men who specify 
and buy—generally speaking the top 
operating, engineering and production 
men, regardless of their specific titles. 

Proof of success is that over 92% of 
IEN circulation is by reader request. 


461 Eighth Avenue, New York 1, N.Y. 
BRANCH OFFICES: 

BOSTON - CHICAGO - CLEVELAND - DETROIT 

LOS ANGELES - PHILADELPHIA - PITTSBURGH 
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Green Bay Press-Gazette Food Features 
Section Builds Sales In Wisconsin's 3rd Market 


r. we Each Thursday Lois Kerin, Food Editor Ar- 
ranges Food News including: 


* recipe contests 


* appetizing halftones 


+ favorite recipes of 
readers 


This Exceptional Handling of Food Editorial Ma- 
terial Has Won Many New Customers for the 
Food Stores and Products Advertised in the Food 
Features Section. 


BAY PRESS- GAZETTE 


GREEN BAY, WISCONSIN 


+ releases from well 
known home economists 


gfe] GREEN 
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FCC's Coy Expects Lifting of TV 
Construction Ban by Summer's End 


BurraLo, Jan. 16—Chairman 
Wayne Coy of the Federal Com- 
munications Commission said to- 
day that he “hoped and expected” 
that the TV station construction 
freeze would be lifted by the end 
of this summer. 

Chairman Coy said he believes 
the commission will be in a posi- 
tion to issue additional TV station 
construction permits “unless the 
mobilization program is so large 
that it will not be possible to util- 
ize raw materials to get TV sta- 
tions on the air.” 

He told the winter convention of 
the New York State Publishers 
Assn. that the defense program 
may also determine whether color 
makes a small or large beginning 
during the year. He contended that 
color “would greatly magnify” the 
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For your SELLING job in this top U. S. market use WTIC.... 


WTIC DOMINATES 


THE PROSPEROUS SOUTHERN 
NEW ENGLAND MARKET 


WTIC’s 50,000 Watts represented nationally by Weed & Co. 


Paul W. Morency, Vice-Pres.—Gen. Mgr., Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 


effectiveness of television as a 
means of disseminating informa- 
tion in support of preparedness. 


@ Chairman Coy predicted that 
TV—which grossed $100,000,000 in 
1950—will eventually have a vol- 
ume in excess of $1 billion annu- 
ally, with 1,000 stations on the air. 

He expressed surprise that a 
subject “such as color in television 
could become such a controversial 
one. 

“The commission believes,” he 
said, “that color is an important 
development. We believe it adds 
both apparent definition and real- 
ism in pictures. We believe it opens 
whole new fields for effective 
broadcasting, permitting television 
to render life-like and exciting 
scenes where color is of essence.” 

He pointed out that half of all 
advertising in national magazines 
is in color, and that half the motion 
pictures made in 1951 will be in 
color, despite premium costs. 


e “Color in television will be 
available for the presentation of 
programming and advertising ma- 
terials at substantially the same 
cost as black and white,” he said. 
“This young upstart now competing 
with you so vigorously for the ad- 
vertisers’ dollar thus will have an 
advantage over you. You sell your 
color at a premium and he can sell 
color advertising without any ad- 
ditional cost.” 

He lashed out at RCA for re- 
fusing to loan its tri-color tube to 
CBS. 

Observing that RCA calls its 
tube “Joe DiMaggio,” he said: 
“Putting the name of Joe DiMaggio 
on this tube is somewhat unfortu- 
nate because it shows a certain 
amount of disrespect for DiMag- 
gio’s ability. 


a “Joe never refused to play the 
game, but the tube now bearing his 
name is side-lined and is as in- 
active, so far as its potential pub- 
lic is concerned, as a retired ball- 
player or as though the tube had 
suffered an attack of anemia.” 

Pointing out that RCA had prom- 
ised during the hearings to make 
its tube available to the industry, 
he said, “Then they brought up as 
a reserve letter answerer a fellow 
who had never been in the game, 
who said ‘No’ when the others had 
said ‘Yes’. 

“He said such a request was a 
pity and a shame and was compar- 
able to asking that the New York 
Yankees give DiMaggio to the 
Phillies before the last World Ser- 
ies. 
“This letter answerer replied it 
just wasn't cricket to ask them to 
give for free what they had in- 
vented. He knew then and so does 
everyone else, that if RCA has a 
patent position on the tube (and 
applications were on file at the 
Patent Office), CBS or anyone 
else using the tube would pay 
royalties to use it. As a matter of 
fact, CBS is licensed to use patents 
owned by RCA or patents of others 
to which RCA has sublicense 
rights.” 

Chairman Coy said the commis- 
sion “was not convinced” of the 
potential capacity of either the 
RCA or CTI systems. 


@ The New York State Publishers 
Assn.’s meeting on Tuesday and 
Wednesday was preceded by a one- 
day session of the New York Asso- 
ciated Dailies on Monday. 
Publishers at the Monday meet- 
ing agreed in general that retail 
merchants are not making strong 
promotional efforts at the present 
time because they expect shortages 
to appear soon. As a result of this 
feeling on the part of retailers, the 
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UP-STATERS—Edword A. O'Hare 


(left), 

publisher, Syracuse Herald-Journal, and 

Fred |. Archibald, publisher, Albany Times- 

Union, get together at Buffalo meeting 
of N. Y. State Publishers Assn. 


publishers seemed convinced, there 
has been a sharp drop in retail ad- 
vertising. 

The problem of labor shortages 
also held the spotlight at the Mon- 
day meeting. Leslie D. Kimble, 
assistant publisher of the Leader, 
Corning, N. Y., said that his paper 
already has hired two women and 
plans to hire more. 


es “Most women workers of World 
War II are still at home,” he said, 
“and we figure that the industries 
that go after them now will get 
the cream of the crop.” 

The draft will hit smaller news- 
papers hardest, in the opinion of 
Edwin M. Waterbury, publisher of 
the Palladium-Times, Oswego, N. 
Y. The staffs of smaller newspa- 
pers usually are younger, he ex- 
plained. “We generally train 
printers who later move to the 
bigger city papers. As the man- 
power pinch tightens on us, the 
big city papers will feel its effects 
too.” 


es At the New York State Publish- 
ers Assn. meeting Tuesday and 
Wednesday, results of a survey 
of local, national and classified 
rates were disclosed. 

Forty-four replies were received 
from newspapers in the following 
circulation groups: 


Group Replies 
I Under 10,000 16 
ul 10,000-25,000 15 
ul 25,000-50,000 5 
Iv 50,000 and over 8 
Total 44 

The publishers were asked: “By 

what percentage have you in- 


creased your national rates since 
1940?” Compilation of answers 
showed the following: 


Total Increase I W I IV Total 
N 1 1 
Less than 10% s. 3 1 3 
0-20% 3 2 2 7 
20-30% = 5 
30-40%, ae ae | 3 
40-50%, 1 1 2 
50-75% -_ _ 6 
75-100% ee 2 
100% or over 

No reply 8 84. 8B 


They also were asked: “Are you 
now contemplating an increase in 
national rates in the near future?” 
with the following result: 

Circulation Group 


1 1 LIV Total 
No aa 
Yes a 11 6 
Possibly 3 )66h(U1 10 
No reply 2 2 2 6 


It should be noted that 17 of the 
22 papers not contemplating an 
increase in the near future actual- 
ly increased rates in 1950 or 
1951; one of the six now con- 
templating an increase recently 
increased rates; and nine of the 
ten who may consider an increase 
in the near future have recently 
increased rates. 


American Medical Assn. 
Sponsors TV Program 


American Medical Assn. will 
sponsor a 30-minute dramatized 
television show about a typical 
family doctor on WABC-TV, New 
York, 8:30 p.m., EST, Mondays, 
starting Jan. 22. The show will be 
called “Doctor Webb of Horseshoe 
Bend.” Film kinescopes will be 


made of the program for subse- | 


uent use on other television sta- 
ons. 


S.C. Johnson to Use Newspapers, Video, 
Magazines to Plug New Furniture Polish 


Racine, Wis., Jan. 18—S. C. 
Johnson & Son will introduce its 
new Pride liquid furniture polish 
via a color spread scheduled for 
the Feb. 19 issue of Life. 

Pride, a polish designed to im- 
part a long-lasting luster without 
rubbing, will be promoted in a 
combined newspaper, magazine 
and television drive. 

A second color spread will run 
in Better Homes & Gardens later 
in February. Color pages will ap- 
pear in both BH&G and Life in 
April; in American Home and 
Ladies’ Home Journal in April and 
June, and in Family Circle and 
Woman's Day in April and May. 


@ Full-page and half-page ads also 
are scheduled in This Week Mag- 
azine and Parade during Febru- 
ary, March, April and May. 

In addition, daily papers in 119 
major markets will carry 1,000- 


line introductory ads and the prod- 
uct also will be plugged via tele- 
vision on the March 8 “Starlight 
Theater” show over CBS 

Needham, Louis & Brorby, Chi- 
cago, is the agency. 


C. D. Jackson to Head 
Free Europe Committee 

C. D. Jackson, publisher of For- 
tune and vice-president of Time 
Inc., has taken a six-month 
leave of absence to accept the pres- 
idency of the National Committee 
for a Free Europe. He succeeds 
Dewitt C. Poole, who had been 
committee president since the 
group’s inception in June, 1949. 
Mr. Poole was elected vice-chair- 
man of the board. 

No one will replace Mr. Jackson 
at Fortune or Time Inc. during his 
absence, AA was told. The com- 
mittee is a group of private citi- 
zens “determined that commun- 
ism shall be stopped and freedom 
saved.” 


Sets Plans for 1951 Miss 
U. S. Television Contest 


The 1951 “Miss U. S. Television” 
contest has been scheduled to run 
for six months this year, instead of 
the six weeks that last year’s con- 
test ran. Backed by Walter 
Schwimmer, Walter Schwimmer 
Productions (formerly Radio Fea- 
tures Inc.), Chicago, the contest 
is said to offer $150,000 in awards. 

Presentations are now being 
made to TV stations throughout 
the country. Stations will run 
weekly contests to select prelimin- 
ary winners, who will then com- 
pete in semi-finals. These winners 


51 
will be entered in city finals ‘to 
determine local entrants in the 
grand national finals, to be held 
in Chicago the last week in August 
or the first week in September 


Ad-Plate Unhurt by Fire 

Ad-Plate Engraving Co., Chi- 
cago, which was threatened by a 
spectacular riverfront fire and 
explosion Jan. 12 (AA, Jan. 15), 
emerged unscathed. The Wells St. 
building in which Ad-Plate has its 
offices was evacuated when the 
fire struck an adjoining building, 
but firemen prevented the flames 
from spreading. 


WREN 


The hight Spot m 
Torena KANSAS 


WEED £ COMPANY 


VES — Buffet with simple ai 
good proportions, smooth surfaces, 
glass enclosed shelves, above. 


NO 


way at sides and ends. 


YES— Traditional table has wide base for stability, 
decorative center support, legs which do not restrict 


movement of diners’ feet. 


NO — Poor lines, too much 


trim, cheap construction, back 
straight, rungs will scar easily. 


YWES— Modern chair, well 


styled. Solidly constructed, 


ample seat, comfortable back. 


NO. 


dents and scratches. Drawers are wrong 


shape, lower shelf useless. 


Poor proportions, ornate trim which sears 
easily, hard to clean. Curved supports get in diners” 


YVES— Dark mahogany buffet with good 
simple lines, has pull out service tray, 
twin drawers for silver, space for linen. 


Ornate buffet, hard to clean, shows 


YES 


cabinets for silver, larger serving pieces. 


How to buy 
furniture... 


The title and exhibits are from a home service 


magazine .. 


bottom of this page, you wouldn't guess which one! 


Traditional and efficient. Open section 
adds serving space, flat drawers hold linens, deep 


. but unless you've already looked at the 


SuccessFu FARMING serves not only the best farm 
business in this country, but the best farm homes. 
And the prosperous farm home is undergoing as 
radical a revolution in furnishing and equipment 
—as has farming itself in the past twenty-five years. 
SF families are an enormous new, growing 
market for the best merchandise of every type... 
because SF circulation is concentrated among the 
country’s best farmers. Its almost-a-million 
subscribers in the fifteen Heart States have the 
best farms, the best crops, and an average income 


50% better than the national farm average. 


Successrut FarMine gives the advertiser the 


medium!... 


office... 


To learn more about it 


cream of the country’s farm sales as does no other 


call any SF 


Successrut Farminc, Des Moines, 
New York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 
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Appoints Keith MacDonald 


Industrial Acceptance Corp., 
Montreal, has named Keith H. 
MacDonald as regional sales man- 
ager for Ontario. He will make 
his headquarters in Toronto. 


Parents’ Names Dystel 

Oscar Dystel, formerly editor of 
Coronet, has been named assistant 
to the president and editorial ad- 
viser of Parents’ Institute Inc., 
New York, effective Jan. 22. 


A new control method 
enables us to copy 

Carbre prints with such | | 
sharpness and coler || 
purity you can hardly 


tell them from erigi- 
. Never before has | | 


HOME TALENT—Providing all the talent on “The Show-Off Club,” weekly half-hour 
television show on WTCN-TV, recently, were six employes of Jacob Schmidt Brewing 
Co., St. Paul. Left to right, with Chuck Mathes, emcee (in white coat), are Don 
Patwell, Walter Bruncke, Frank Karner, George Hofer, Shirlee Otto and Gretchen 


G. D. Crain Jr. Says... 


Field's Plans 


In 1952 Marshall Field & Co., 
one of the great merchandising en- 
terprises of America, will celebrate 
its 100th anniversary. The compa- 
ny is already planning the details 
of the observance, and is taking its 
customers into its confidence in 
explaining its thinking about the 
event. 

The first Marshall Field is cred- 
ited with coining the phrase, “The 
customer is always right,” and it 
is interesting to note that the pres- 
ent management is very much cus- 
tomer-minded. In spite of the fact 
that its operations include manu- 
facturing and the conduct of sev- 
eral large retail establishments in 
different cities, it is evident that 
those who are charged with the 
maintenance and development of 
the business have never lost sight 
of the fact that the customer may 


Palen, Miss City Club of 1951. Olmsted & Foley, Minneapolis, is the brewer's agency. | not always be right, but is always 
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IT’S EASY TO FIND A CUSTOMER FOR SHOES! 


Anyone in Canada is a prospective customer for shoe 
manufacturers. That being the case, the only problem 
for a shoe advertiser is to reach the right people in the 


men and women. 
younger . 


acquiring things, feeding and clothing families. 


Star Weekly families are generally 
. . 63% of them are at the age when they're 


Star 


most economical way. 


Canadian shoe advertisers feel that the Star Weekly is 
the best answer to that problem because they invest a 
good deal more advertising dollars in the Star Weekly 
than in any other Canadian magazine. About three times 
more than the next nearest publication! 


The reasons the Star Weekly can help sell shoes are 
many. First there's its huge circulation. Then it’s 


family readership . . . advertisers get both young and old, 


Weekly families have good incomes, half of them own 
their own homes, 48% own Cars. 


Those are but a few of the reasons why shoe men prefer 
to spend their advertising dollars in the Star Weekly. 


And whether you sell shoes or sewing-machines you'll 
find a success story in the Star Weekly . . . you'll find 
good sound reasons why the Star Weekly can help you 
sell more economically, more easily. 


Shoe advertisers invest about three times more dollars in the Star Weekly 
than the next nearest national publication. 


the STAR WEEKLY 


PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA. 


Montreal Office: University Tower 


U.S. Representatives: Ward-Griffith Co. Inc. 


WRITE FOR INFORMATION ON SPECIFIC CLASSIFICATIONS AND COMPLETE DETAILS OF THE STAR WEEKLY'S VOLUME MARKET. 
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a Centennial 


in a position to determine what 
happens to businesses old and 
young. 


s Hughston M. McBain, chairman 
of the board of Field’s (the presi- 
dent is James L. Palmer, who has 
made a great name for himself in 
business after starting out as a 
teacher of advertising and market- 
ing), recently sent a letter to re- 
tail customers, thanking them for 
their business, and inviting them 
to join in planning the centennial 
next year. The letter is a fine ex- 
ample of good will building, and is 
worthy of careful study by others 
who are interested in maintaining 
the loyalty of their customers. 


s “During the year 1852,” Mr. Mc- 
Bain said, “the store in which this 
business began was opened. Thus 
in 1952 we will commemorate our 
100th anniversary. It’s an odd feel- 
ing—this approach to the century 
mark. We are thinking already of 
suitable ways to commemorate the 
event. Details remain to be de- 
cided, but of these things we are 
certain: 

“We have enjoyed steady growth 
and prosperity for nearly 100 years. 
It is obvious that we could have 
had neither without the good will 
of our customers, our manufactur- 
ing resources, our employes and 
our shareholders. We appreciate 
the loyalty of our employes and 
their friendliness toward custom- 
ers. We hold our shareholders in 
high regard because they have had 
enough confidence in this business 
to invest their savings in it. Today 
there are nearly as many share- 
holders as there are employes. 


se “I also venture the opinion that, 
despite the aid given this business 
by our customers, our resources, 
our employes and our shareholders, 
the story of Marshall Field & Co. 
could not have been written in any 
other country. 

“Our chief purpose in the anni- 
versary year of 1952 will be to ex- 
press our thanks and indebtedness 
to our many friends. We hope you 
will join in our planning of the 
Marshall Field & Co. centennial 
this year, and attend its features 
in 1952. As a customer, you are 
our first concern and our most 
important guest.” 

Isn't this a very effective con- 
tribution to better understanding 
of American business enterprise? 


AFA Lists 1,488 Ad Books 

During the past five years, 500 
books on advertising and related 
fields have been published, ac- 
cording to the Advertising Federa- 
tion of America’s newly revised 
bibliography, “Books for the Ad- 
vertising and Marketing Man” (40 
pages, $1). The volume, covering 
the last 20 years, carries 1,488 list- 
ings. 


Appoints Cummings, Brand 


Arthur Beck Co., Chicago, man- 
ufacturer of housewares, has 
named the Rockford, IIL, office of 
Cummings, Brand & McPherson, 
Advertising, to handle its advertis- 
ing, merchandising and special 
promotional work. Consumer pub- 
lications and television in selected 
markets will be used. 


Hess Bros. Names Russ Davis 

Russ Davis, formerly with the 
publicity department of Gray & 
Rogers, Philadelphia, and more re- 
cently in free lance public rela- 
tions, has been named publicity 
director of Hess Bros., Allentown, 
Pa., department store. 


Victory Metal to Roberts 

Wil Roberts Advertising, Phila- 
delphia, has been appointed to han- 
dle the advertising of Victory Met- 
al Mfg. Co., Philadelphia, manu- 
facturer of Sta-Kold and Victory 
Stainless steel refrigerated cases, 
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Op cod 


Says HAL M. CHASE 
Director of Marketing 
NATIONAL BISCUIT COMPANY 


“Advertising Age 


is the only all-industry 
trade publication 


which | read 


‘Frankly, Advertising Age 


is the only all-industry trade publication 


which | read regularly. This because | find 


it timely, interesting, newsy and most generally 


ae - 
Pe Fe + 


. 


HAL M. CHASE 


Mr. Chase joined National Biscuit Company as Director 


factual. Furthermore, I like its format 


of Marketing upon the creation of the biscuit company’s 


Pate ae 


Marketing Division in 1947. He has overall responsibility for 


ens . les planni oduct ent, handising and 
and readability.’ sales planning, product managem merchandising 


sales and marketing research. 


Prior to going to National Biscuit, he had been advertising 
director of Schenley Distillers where he was in charge of budgeting, 
media, radio, outdoor, packaging and research for all brands, 

as well as planning responsibility for wines, liqueurs, imports and 
exports. His previous business experience includes ten years 


' with Ralston Purina Company in various capacities and a like period 


of time in the drug and cosmetic manufacturing business. 


A graduate of Washington University, he was advertising manager 


of the student newspaper. He has continued to be active in 


alumni affairs of the university and of his fraternity, Sigma Nu. 
Mr. Chase is a daily commuter from White Plains, N. Y., 
where he lives with his wife and 14 year old daughter. 
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Macy's Loses Fair Trade Price Fight 
with GE; Plans Appeal of Decision 


New York, Jan. 17—A condi- 
tional injunction permanently re- 
straining R. H. Macy & Co. from 
selling certain General Electric Co. 
household appliances at prices be- 
low the minimums set in GE's fair 
trade agreements was granted yes- 


terday by Justice Henry Clay 
Greenberg in the state supreme 
court 

Macy's, through its president, 


Richard Weil Jr., immediately an- 
nounced it will appeal the decision. 
Granting of the permanent in- 


junction was the latest develop- 
ment in a fair trade war that has 
been raging since Macy's fired the 
opening gun last March, when it 
forced the issue by cutting prices 
on electrical housewares (AA, 
April 3, °50). 


e GE promptly took legal action 
and late in April, Supreme Court 
Justice Benjamin F. Schreiber 
granted it a temporary injunction 
to enjoin Macy’s from further vio- 
lations of the fair trade laws in 
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| sales of GE products (AA, April 
|24). The store had argued that 
price cutting was so “rampant” 
that it could not abide by fair 
trade schedules when competitors 
were regularly violating the law. 

About the same time, other 
manufacturers—including Landers, 
Frary & Clark, General Mills, Sun- 
beam Inc. and Westinghouse Corp. 
—were engaged in minor skirm- 
ishes with discount houses, win- 
ning temporary injunctions in 
some instances; in others, warning 
retailers they would “protect their 
rights” against reported violators; 
and in still others, declaring that 
price cuts by retailers would re- 
ceive intensive investigation. 


s In his opinion yesterday, Justice 
| Greenberg said that “to refuse an 
injunction in this case would re- 
sult in irreparable injury to Gen- 
eral Electric, since in effect it 
|} would render all of its existing 
fair trade agreements unenforce- 
able and would result in the col- 
lapse of its existing price struc- 
| ture. 


“To grant an injunction, pro- 
viding that fair trade agreements 
are effectively enforced, would 
work no hardship on Macy’s in the 
interest of an equitable solution, 
therefore an injunction will be 
granted to the plaintiff, condi- 
tioned on the continuation by it 
of its present vigorous enforcement 
activities,” the court said. 

Justice Greenberg explained that 
this condition was meant to give 
the department store the greatest 
possible protection “against any 
further detriment resulting from a 
future lapse by General Electric.” 


@ The justice noted that Macy's 
had admitted selling GE appliances 
at prices below fair trade levels 
and that the store contended GE 
had abandoned the benefits of fair 
trade by failing to restrain wide- 
spread price cutting by other re- 
tail outlets. 

Macy’s further claimed that GE 


had discriminated in the enforce- | 


ment of fair trade prices, which it 
said were not put in on an equit- 
able basis, and went on to charge 
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Market that combination is your two Mem- 
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that the General Electric Supply 
Corp., a wholly owned GE sub- 
sidiary, had sold appliances below 
fair trade price levels 


es Mr. Weil, in announcing Macy's 
intention to appeal, said that be- 
fore the store cut its prices to meet 
discount house competition, which 
he said led to the GE suit, Macy 
comparison shoppers found the dis- 
count houses were not complying 
with GE fixed prices on small 
electrical appliances. 

Mr. Weil said that Macy’s then 
asserted its right to compete with 
the discount houses 

“The decision handed down to- 
day by Justice Henry Clay Green- 
berg,” said Mr. Weil, “holds that 
|General Electric’s action subse- 
| quent to the commencement of the 
suit to enforce its fair trade prices 
| was sufficient to entitle GE to an 
|injunction against Macy's, pro- 
vided GE continues its present en- 
forcement activities. 
| “Inasmuch as Macy’s shoppers 
continue to find evidence of wide- 
spread price cutting on GE small 
| appliances, Macy’s believes that 
the court’s assumption that there 
has been compliance with the law 
is erroneous and therefore an ap- 
peal will be taken,” he said. 


@ General Electric issued a state- 
ment in which it pledged to retain 
its enforcement policy of fair trade 
minimum prices on its electric 
housewares 

H. L. Andrews, vice-president 
in charge of the GE appliance and 
| merchandise department, said his 
company “intends to continue its 
shopping activities and will en- 
force its fair trade contracts by 
apprepriate action, bringing suit 
wherever necessary.” 


1951 Ad Campaign Set 
for Bermuda Tourist Travel 


The Trade Development Board 
will launch its 1951 tourist travel 
to Bermuda campaign with quar- 
ter-page to full-page color inser- 
tions in nine magazines beginning 
in February. Newspaper promotion 
—370 line insertions in Sunday 
magazine supplements of principal 
eastern cities and larger insertions 
in New York papers—will break 
in March. Magazines on the sched- 
ule include: American Magazine, 
Bride’s Magazine, Cosmopolitan, 
Esquire, Holiday, House & Garden, 
House Beautiful, The New Yorker 
and Time. J. M. Mathes Inc., New 
York, handles the account 

Tourist travel to Bermuda in 
1950 set an alltime record, accord- 
ing to J. J. Outerbridge, executive 
secretary of the board. During the 
year, 71,260 people visited the is- 
land, an increase of 15.9% over 
1949. 


Sponsors Children’s Show 
West Coast Soap Co., Oakland, 
Cal. manufacturer of Powow 
cleanser and White Navy borax 
soap, is sponsoring a new children’s 
show, “Powow Indians,” over 
KPIX, San Francisco. The 15-min- 
ute TV program combines music, 
stories, games and dances with 
Chief Powow and his tribe. Ray- 
mond Sines & Associates, San 
| Francisco, is the agency 


Wayne of Philadelphia Moves 

Wayne Advertising Agency of 
Philadelphia has moved to new and 
larger quarters in the Widener 
Bldg. and not the Wayne Adver- 
tising Agency, 909 Second Nation- 
al Bank Bldg., Cincinnati, as was 
reported in the Jan. 1 ADVERTISING 
Ace. There is no connection be- 
tween the two agencies. 


Blitz Agency Names Dwight 

Hugh Dwight, former advertis- 
ing and sales manager for Irving- 
ton Machine Works, Portland, Ore., 
has been named head of industrial 
advertising for Blitz Advertising, 
Portland. 


Lasky Opens Own Agency 

David Lasky, formerly with B. 
E. Fischbein & Associates, Minne- 
apolis, has established his own ad- 
vertising agency in the Palace 
Bidg., Minneapolis. 
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BEFORE AND AFTER—Wrigley Stores’ old supermarket building 
ot Trumbull St. and Grand River Ave., Detroit, has been re- 


modeled in a unique way: 8,000 square feet of luminous Plexi- 


Wrigley Stores Transforms Supermarket 


weaves 


Bhar | 


glas have been instolled in 20-foot-long sections, each of which 
the 


into Combination Food Center, Ad Display 


Detroit, Jan. 17—Wrigley Stores | 


Inc. has transformed one of its 
supermarkets from an “ugly duck- 
ling” into an attractive and modern 
food center that also serves as an 
advertising display for national 
food products manufacturers. 

The most unusual aspect of the 
remodeled store is its front, a 
sheer expanse of Plexiglas that 
forms a luminous area against 
which are mounted trademarks, 
product reproductions and signa- 
tures of ten food manufacturers 
who are participating with the 
Wrigley company in the project. 


e Products for which advertising 
space on the storefront has been 
purchased for a three-year term 
are: Velvet peanut butter, Krun- 
chee potato chips, Keyko marga- 
rine, Banquet chicken, Sealtest ice 
cream, Glendale sausage, China 
King Chinese foods, Robin Hood 
flour, Stokely’s foods and Top 
Frost frozen foods. 

While Nate and John Lurie, own- 
ers of the 24-store Wrigley chain, 
declined to reveal the amounts re- 
ceived from cooperating advertis- 
ers, AA learned that remodeling of 
the store cost $75,000 and that at 
least $50,000 of this was provided 
by the companies purchasing ad 
space. 

This would indicate that adver- 
tisers are paying about $5,000 each 
for the first three-year period. 


@ The unique advertising panels 
present large illustrations of the 
different products in full color. 
These are done on Plexiglas over- 
lays that can be removed without 
disturbing the backgrounds, so that 
advertisers can feature different 
products and ad copy. 

Letters used in the ads also are 
in color and formed from Plexi- 
glas. They are three-dimensional, 
enclose their own lighting, and 
stand 30” high. 

The combination of translucent 
Plexiglas, stainless steel, porcelain 
enamel and 4,000’ of Zeon tubing 
makes a remarkably effective ad 
display. The new storefront was 


designed by Walker & Co. here and 
was built by Rohm & Haas, Phila- 
delphia. According to the latter 
company, there are only two other 
stores in the country that have at- 
tempted a similar treatment, and 
neither of these on such a grand 
scale. 


KTTV Appoints Three 


Alberta Hackett, assistant pro- 
gram director, and Philippe de 
Lacy, staff director, have been 
named to the newly created posi- 
tions of executive directors of 
KTTV, Los Angeles. Function of 
the executive directors is to exer- 
cise budget control, give staff di- 
rectors support both operationally 
and creatively, and act as liaison 
between directors and clients, pro- 
gram office and sales. Edward P.| 
Roden, formerly program man- 
ager of WHEN-TV, Syracuse, N. 
Y., has joined KTTV as a director. 


KTSL Appoints Taylor 


Ralph Taylor, for the past seven 
years director of sales promotion | 
for KNX, Los Angeles, and the) 
Columbia Pacific Network, has 
been named director of sales pro-| 
motion of KTSL, Los Angeles, re- 
cently purchased by CBS. He will | 
be succeeded at KNX and CPN) 
by Tony Moe, now sales promotion 
manager of CBS-owned WCCO, 
Minneapolis. The appointments be- 
come effective Feb. 15 


Courtonay Transferred 


William A. Courtonay, for the 
past two and a half years sales 
promotion manager of Farm Jour- 
nal, Philadelphia, has joined the 
publication’s sales staff. He will 
work out of the home office in| 
Philadelphia. 


Lyon-Raymond to Ward | 

Lyon-Raymond Corp., Greene, | 
N. Y., manufacturer of material | 
handling equipment, has appointed 
Taylor M. Ward Inc., Ithaca, as 
its agency. 


Jatte Joins Mann-Ellis 

Arthur S. Jaffe, previously with | 
the Sales Research Corp., has) 
joined Mann-Ellis Inc., New York, | 
as an account executive. 
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and product of a seperate brand-name 
advertiser. Cooperating monufocturers share in the costs. 


| Rosarita Hume Joins BSF&D 
Rosarita M. Hume has joined the 

i staff of Brooke, 

Smith, French & Dorrance, Detroit. 


WasHINcTON, Jan. 16—The crack- 
down on commercial construction 
by the National Production Au- 
thority today is expected to force 
postponement of plans for new 
publishing plants, shopping cen- 
ters and other commercial struc- 
tures. 

Today’s order is a complete 
freeze on most new commercial 
construction. Within the next few 
weeks, the ban is to be modified 
to open the way for projects es- 
sential to expanding communities. 

NP.\’s construction industry ad- 
visory committee had warned that 
without a check on commercial 
construction, tota] building in 1951 
might equal or exceed 1950. In 
order to channel materials into in- 
dustrial projects, NPA determined 
to clamp down on commercial 
structures. 


@ Today’s order applies to facili-| 


ties for storage, distribution, dis- 
play or sale’ of consumer goods; 
hotels; service establishments; and 
store portions of combination store- 


55 


‘Publishing Plant Expansions Hit by NPA 


apartment houses. 
Commerce Department field dis- 
trict offices are handling appeals. 


Adwomen Schedule Ad Series 


Advertising Women of Los An- 
geles Inc. will hold its 7th annual 
advertising school series over a 
period of 13 weeks on Thursday 
nights, beginning Feb. 1. The class- 
es will be held at the ABC studios, 
Hollywood, from 7 to 9 p.m. 


James Bridges Named V. P. 


James W. Bridges has been 
named vice-president in charge of 
the Dayton office of Guenther, 
Brown & Berne. He had been man- 
ager and account executive of the 
agency's Dayton office. 
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‘Boundless,’ Ellis Admirer 
Calls Service to Agencies 

To the Editor: While perusing 
your Dec. 18 issue, 1 noted the un- 
derstatement of the year in your 
reference to Lynn and Mary Ellis’ 
book “Why.” 

You stated that “the book seems 
to provide a wealth, etc.” If you 
would turn your reporters loose 
on agencies—small, medium and 
large—for just a cursory survey 
of their procedural, financial and 
administrative standards—you'd be 
appalled! And you'd be glad to of- 
fer columns of unqualified praise 
for such works as “Why.” You 
wouldn't confine its value to 
“smaller” agency heads, either, un- 
less you place five to ten million 
dollar outfits in this bracket! 

The Ellises have devoted years 
to the most neglected phases of 
agency operations. In my humble 
opinion they've done more to ad- 
vance the understanding of sound 
principles and practices 
than the combined efforts of any 
other ten consultants. And I fully 


agency 


Reach Maine's $200,000,000. 
Farm Market with 


Bureov " 
include it in Your Ad Plans 


MAINE FARM BUREAU NEWS 
22 Monument Sq., Portiand, Me. 


respect and appreciate the many 
fine contributions of their num- 
erous contemporaries. The talents 
of the latter, however, usually are 
confined to narrowly specialized 
segments of advertising. The Ellis 
help is not so confined—its breadth 
and depth seem boundless. And 
if I can get a lift out of “Why” 
after taking Ellis in personal doses 
over 17 years—you will realize 
why I feel that you underplayed 
a cause you obviously desired to 
support. 

You could devote a lot of space 
to Ellis—without overdoing it. And 
you'd be performing a real serv- 
ice for agencies 

Henry J. KAUFMAN, 

Henry J. Kaufman & Asso- 

ciates, Washington, D. C. 

s + - 
Agrees on Need for Data 
to Aid Government Buyers 

To the Editor: I am enclosing a 
carbon of a letter sent today to 
Mr. N.S. Ancell in response to his 
letter reprinted in this week’s AA. 

Mr. Ancell has a fine grasp of 
the situation and we can say from 
positive experience that every 
word of his outline is accurate— 
and that the way his company is 
handling the project is approved 


and encouraged by all buying 
sources: 
Dear Mr. Ancell: We were 


greatly interested to read your fine 


nrnal 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY + 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


letter in ADVERTISING AGE this week 
and would very much like to see 
a copy of the brochure you have! 
prepared to present your produc-| 
tion facilities for consideration in | 
the placing of government con- | 
tracts... 

We are in the process of pre- 

paring similar booklets for a num- | 
ber of concerns and also provide a| 
continuing Scanning Service to} 
insure that the information is sent | 
to proper new sources in addition 
to the initial widespread distribu- 
tion... 

The third paragraph of your let- 
ter in AA just about sums up the 
entire situation, and it really is 
amazing to me that so many plants 
do not have the vision to see the 

| necessity for this procedure. 

While many business heads ap- 
preciate that civilian production 
may suffer and that they may en- 


counter shortages of material in 
attempting to conduct business as 
usual, so many of them lose sight 
of the even more potent factor— | 
manpower. Unless a plant is de-| 
voting considerable of its produc- 
tion time to the defense effort, 
they are assuredly going to en- 
counter severe difficulties in main- 
taining personnel. Stockpiling or 
black market will never solve that 
problem. 

So, as I see it, to even stay in 
business in the forthcoming period, 
it is going to be essential to mer- 


chandise and SELL to the govern- 

| ment and to prime contractors just 
as intelligently and as vigorously 
as you ever did to civilian mar- 
kets. 


ALLAN J. COPELAND, 

Allan J. Copeland Advertis- 

ing, Chicago. 
} . e e 
| Clears Up Market Report 
| for Casual Readers 

To the Editor: The enclosed 
item [in AA’s report on the Mil- 

waukee Journal's 14-market data 
| book] is somewhat misleading in- 
sofar as leadership for cigar brands 
is concerned. 

“Cigars—Most smokers in Mil- 
waukee, 31.4%. El Roi Tan led in 
six markets, King Edward in two.” | 

La Palina has always led in Mil- | 
| waukee as they did in the 14-mar- 
ket study you refer to, with 21.5% 
of the total. This compares with 

10.3% for Harvester, the second 
| brand in Milwaukee 

R. J. Scort, 

Schwimmer & Scott Inc., Chi- 

cago, 


| 


7 . e 

First for Hunter Douglas 

| To the Editor: I realize that any 
| news publication is sometimes at 
the mercy of its sources when it 
comes to accuracy. I was, never- 
theless, somewhat disappointed 
when I ran across the attached 
article in your Nov. 27 issue re- 
garding the video spot about to be 
produced by Levolor Lorentzen 
Inc. For your information, this TV | 
production will not be the first in | 
the industry. 

To back up its brand of Flexa- 
lum spring-tempered aluminum| 
slats and vinyl plastic tape, Hunter | 
Douglas Corp. produced five one-| 
minute TV spots and three 20-| 
second TV spots last spring. The | 

a 
budget for these was approxi- | 
mately $7,500. 

As the people at Lorentzen 
doubtlessly know, these spots have 
been used successfully by custom 
venetian blind manufacturers since 
their introduction to the trade last 
August. 

For example, we had one manu- 
facturer, Southern Venetian Blind 
Co. of Miami, Fla., tell us that 
these spots produced more leads in 
two weeks than its previous radio 
efforts had produced in two years. 

The attached letter from the 


| which 


DOUBLE DUTY—Walker & Co., Detroit outdoor company, uses open space in strategic 
traffic spots around the city, using figures on pedestrian circulation for a safety mes- 
sage and at the same time providing a subtle plug for its medium. 


Shade Shop in Washington, D. C., 
one of the largest manufacturers 
in the industry, gives detailed data 
of a rather severe test of this new 
medium. The results were wonder- 
ful. 

I am sure that your editorial 
people will appreciate knowing the 
facts regarding the use of TV spots 
on film in the venetian blind in- 
dustry. 

T. B. KALBFus, 

Advertising & Sales Promotion 

Manager, Hunter Douglas 

Corp., New York. 

AA's story, to which Mr. Kalb- 
fus refers, said that Levolor Lor- 
entzen would use TV spots for the 
first time. It did not say, or imply, 
that this was the first use of TV 
by the venetian blind industry. 


* * e 
Checks on Copy Cub’s Nickel 
To the Editor: The second para- 
graph of your “Copy Cub” column 
in your Jan. 1 issue indicates that 


perhaps your New York office 
doesn't tell Chicago all the bad 
news. 


Even phone calls are no longer 
5¢ in this community. 

WILLARD H. Coss, 

President, Newsdealer Maga- 

zine Inc., New York. 

* - e 
Detroit Safety Messages 
Are Subtle Salesmen 

To the Editor: Open space! What 
to do with it? 

That “bugaboo” has been elimi- 
nated by Walker & Co. in its re- 
cent public relations program. 

In cooperation with the Traffic 
Engineering Bureau and the Traf- 
fic Safety Assn. of Detroit, Walker 
& Co. has effected a program of 
traffic safety and subtle selling 
From automobile counts received 
from the Engineering Bureau, to 
are added the pedestrian 


circulation and the mass transpor- 
tation circulation, a gross circula- 
tion figure is given for a certain 
intersection. This revealing figure 
effects extreme caution. 

Enclosed is the photograph of 
the painted bulletin located on Sec- 
ond, one of the most traveled 
streets of Detroit. 

Cost is kept at a minimum by 
re-using the painted sections of the 
bulletin at other locations with 
only a change of the circulation 
figure. 

According to Don Slutz, man- 
aging director of the Traffic Safety 
Assn. of Detroit, “this is the neatest 
message I have ever seen in getting 
across two different ideas.” 

C. P. KocHANSKI, 

Promotion Department, Walk- 

er & Co., Detroit. 

© . e 


Heads Agency 44 Years; 
Wonders If That's Record 

To the Editor: In your issue of 
Jan. 1 (Page 28), James Witherell 
of Russel M. Seeds Co., Chicago, 
asks about a list of agencies by 
age. The writer knows of none and 
feeis that one is desirable. 

On behalf of the agency which I 
established in April, 1907, and 
have headed since that time, I 
want to extend congratulations to 
the Seeds Co. on their approaching 
50th anniversary. 

In May, 1947, when I received 
the Poor Richard Club’s citation 
and Silver Medal as the man head- 
ing his own agency for 40 years, 
the question was raised whether 
any other agency head exceeded 
that record of service. It would be 
interesting if Mr. Witherell’s query 
would answer that question, as of 
today. For I am still active. 

CHARLES BLUM, 

Charles Blum Advertising 

Corp., Philadelphia. 


Notice the wonderful way 


your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-] 
service works like that in the production of your advertis- 


ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-] service once 
and you'll know it's a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 
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Washington Apple 
Growers to Invest 
$500,000 in ‘51 


YAKIMA, WAsH., Jan. 16—A near- 
record advertising push has been 
laid out by the Washington State 
Apple Commission, designed to 
build markets for the state's 
largest apple crop of record—38,- 
000 carloads. 

An enlarged list of newspapers, 
increased use of spot radio, out- 
door, three television stations in 
San Francisco, three in Los Ange- 
les, point of sale material, busi- 
ness papers, and subway and ele- 
vated posters in New York and 
Chicago are on the commission's 
schedule. 

The campaign has been exceeded 
only by that of 1948, when the state 
had a big crop that had to move 
to market in competition with an 
exceptionally large national ap- 
ple crop. 

The basic program laid out by 
the commission earlier in the sea- 
son allotted $180,000 for adver- 
tising. The commission has added 
$150,000 more for advertising. 
Dealer service activity that puts 
12 men in the field working with 
dis.ributors adds another $90,000 
to the budget, point of sale material 
$45,000, and other promotional ex- 
penditures bring the year’s total 
to nearly $500,000. 


e To help tell the trade what 
Washington is doing to promote 
this big crop, 30 to 35 packers and 
shippers are making calls on key 
trade people. These calls coincide 
with the annual convention of the 
United Fresh Fruit and Vegetable 
Assn. at Miami. Each man from 
the Washington industry who is 
attending the convention will make 
three to ten calls enroute to and 
from Miami. 

The campaign reaches its peak 
this month and will carry at full 
tempo for four months. In addi- 
tion to the problem of moving the 
big crop is the relaied problem of 
small sizes. This year nearly one- 
fifth of the crop is in the smaller 
sizes that normally are slow to 
move. Winter damage and a late 


season account for the smaller 
sizes. 
An increase in the assessment 


paid by growers to support the 
commission, plus the larger total 
crop, provide necessary revenue for 
the expanded campaign. The com- 
mission boosted the assessment 
from 2'4¢ to 3¢ a box earlier in the 
year. 

J. Walter Thompson Co., Seattle, 
handles the account. 


Trane Promotes Cline 


E. A. Cline, manager of con- 
vector-radiator sales of Trane Co., 
La Crosse, Wis., manufacturer of 
equipment for air conditioning, 
heating and ventilating, has been 
appointed sales manager of the 
company. R. E. Haskins has been 
named to succeed Mr. Cline. 


Appoints Kleiman Agency 


Frederic R. Kleiman Advertis- 
ing, Chicago, has been named to 
handle the advertising of Morris 
Fisheries, Chicago. Trade publica- 
tions and direct mail will be used. 


To St. Georges & Keyes 


Harry D. Kline, former ad- 
vertising manager of Alexander 
Hamilton Institute, has joined St. 
Georges & Keyes, New York, as a 
copywriter. 


Ahrend Appoints Russack 


William M. Russack, formerly a 
partner and art director of Will 
Burgess & Co., has been named 
creative director of D. H. Ahrend 
Co., New York, mail advertising. 


Acquires Smith-Dorsey Stock 


Wander Co., Chicago, manufac- 
turer of special dietetic and phar- 
maceutical products, has acquired 
all of the capital stock of Smith- 


Dorsey Co., Lincoln, Neb., pharma- | 


| CLIPPER—Thirty Appleton, Wis., merchants 
| offer non-competitive items at coupon 
bargain prices in page ads like this in 
Saturday issues of the Appleton Post- 
| Crescent to attract shoppers to the busi- 
ness district on the following Monday. 


| 
| ceutical manufacturer. There will 
| be no change in the policies or or- 
ganization of Smith-Dorsey Co. 


|Webster-Chicago Corp. Increases 1951 Ad 
Budget 50% Over Expenditures Last Year 


Cuicaco, Jan. 15—Webster-Chi- 
cago Corp., manufacturer of record 
changers and other Web-Cor prod- 
ucts, will spend $315,000 on adver- 
tising and promotion during the 
first half of 1951—about 50% more 
than was spent in the same period 
of 1950. 

The total budget will include 
$142,000 for newspaper advertis- 
ing—primarily for distributor and 
dealer cooperative ads; $76,000 for 
national advertising of the various 
products; $60,000 for sales promo- 
tion, including publicity, meetings, 
displays and a sales training pro- 
gram, and $34,000 for printed ma- 
terials and selling aids. 

According to S. T. Seaman, ad- 
vertising manager of Webster-Chi- 
cago, the company will continue its 
“flying circus” sales promotion 
trips. During the first week of 
February, for example, five com- 
pany officials will visit 34 cities 


to outline the features and sales 
points of a new dictation machine 

The company also will step up 
its co-op advertising program. 
Sales records, Mr. Seaman ex- 
plained, show a direct ratio be- 
tween sales on all products and the 
intensity of local co-op advertis- 
ing. 

Fuller & Smith & Ross handles 
the account. 


James Lees Appoints Three 


Harold V. Dayton, formerly store 
planning director of Allied Mer- 
chandising Corp., New York, has 
been named to direct the adver- 
tising, promotion and market re- 
search departments of the carpet 
division of James Lees & Sons Co., 
Bridgeport, Pa. Frederick S. Nicho- 
las has been appointed director of 
industrial and public relations 
Spencer L. Jones has been named 
director of sales and purchases for 
the worsted and hand-knitting 
yarn divisions of the company. 


Maps Drive for Good-Aire 

Bridgeport Brass Co., Bridgeport, 
Conn., will start a new national 
advertising campaign with a full 
page in the Feb. 5 Life, featuring 
Good-Aire. Plans call for use of 
space throughout the year in Better 
Homes & Gardens, Good House- 
| keeping, Ladies’ Home Journal and 
Life, plus use of Sunday newspaper 
magazine supplements blanketing 
key markets coast to coast. Hazard 
Advertising Corp., New York, has 
the account 


| What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
as DIRECT SELLING — is building 
| giant volume quickly for many manu- 
acturers. It may be your answer to 
_ dwindling volume, vanishing profits, 
| soarin and cut-throat competi- 
tion. Direct Selling is fully ex 
in fascinating booklet—mail 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A—5O, 28 E. Jackson Bivd., Chicago 4, til. 
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@ FIRST DETROIT NEWSPAPER IN 
CIRCULATION INCREASES FROM 


MARCH 31=SEPT. 30, 1950 


a 


PAPER IN TOTAL CIRCULATION 
FOR THIRD QUARTER, JULY I= 


SEPT. 


30, 1950 
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@ LARGEST WEEKDAY CIRCULATION IN 
FREE PRESS HISTORY FOR ANY PERIOD 


@ All three Detroit newspapers did a pretty good job in circu- 
lation during the past six months. However, The Free Press did a 
little better job of increasing its circulation than any other Detroit 
newspaper — its weekday gain of 33,385 being nearly twice 
greater . . . its Sunday paper was the only one to show a gain. 


By printing the kind of a newspaper that is winning major public 
acceptance, we make it the kind of a newspaper that 


449,449 


WEEKDAYS 


473,004 


SUNDAYS 


net pad cre 


4 


helps your advertising do a better job. 


The Detroit Free Press 
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g In Philadelphia 
| The Evening Bulletin’s 
§ Advertising Leadership 


1 Grows Bigger and Bigger 


4 1918 First by more than | million lines i 
= 1949 First by more than 2 million lines 
B=: 1950_ First by more than 2% million lines 


i and in 1950 
| The Evening Bulletin published 
the largest volume of advertising 


ever published by any 
Philadelphia daily newspaper 


The Evening Bulletin 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 


Advertising Offices Filbert and Juniper Streets National Advertising Sawyer Ferguson Walker Company 
Philadelphia 5, P - Representotives Chicago Detrow Atlanta 
285 Madison Avenve Sean Francisco los Angeles 
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PHOTOGRAPHIC 


REVIEW 


MEET TV STAR—Dorothy Doan (seated, left), stor of the CBS television show, “Vanity 

Fair,” admires the souvenir program designed by WCAU-TV, Philadelphia, before 

addressing a dinner meeting of the Philadelphia Club of Advertising Women on 

Jan. 9 at the Poor Richard Club. On the ‘ight, seated, is Alice Lynne Mooney, presi- 

dent of the club. Gladys Webster, WCAU TV star and chairman of the meeting, aid 
Robert N. Pryor, vice-president of WCAU-TV, are the onlookers. 


18 IN 6 SECONDS—Harwald Co., Chi- 

cago, developed this slidefilm projector 

from a Jam Handy Organization machine 
first tested by o cigaret maker. 


BOOSTS HOMETOWN-—This poster, the first in a series placed through H d 
Advertising Service, is to be followed by other community progress themes in Decatur, 
il. William L. Pownall & Associates, Decatur agency, is the advertiser. 


| HEALTHY TOAST—James Rayen, advertising manager, Minute Maid Corp., drinks o 
a fresh frozen orange juice toast with Prudence Penny of the Los Angeles Examiner, and 
Mary Buchanan, Union Pacific Railroad, vice-president and president respectively of 
the Advertising Women of Los Angeles Inc. Specking before the group, Mr. Rayen 
i credited advertising and sampling equally for bringing about the phenomenal nation- 

| wide acceptance of frozen orange jvice concentrate. 
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OPENING TELECAST—Pictured in Hollywood after the first 
telecast of “You Asked for It,” sponsored on KTTV by Rose- 
field Packing Co. for Skippy peanut butter (AA, Jon. 15), are 


principals from the San Francisco agency, Guild, Bascom & 
Bonfigli. Left to right: Don Bonfigli, Walter Guild, emcee Art 
Boker, and Dave Bascom. 


ROOMS THAT SING 


OF AN EARLY SPRING! 


NATIONAL PRIZE—The national Sleep 

Show Award for 1950 is presented to R. 

M. Roelse (left), vicw-president of Jackson ' 

Furniture Co., Oakland, Cal., by E. V. 

Duffy, president of the N: | Assn. of i 

Bedding Manufacturers. The award goes = a. 

annually to the store, regardless of size we . 

or volume, which does the best job of 

merchandising the Sleep Show. The 1951 
event is scheduled for April 16-28. 
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METAL AND FABRICS—Daystrom Corp., Chicago, shows its metal furniture up- 

holstered in material mode by Goodall Fabrics Inc., New York, in color pages like 

this one scheduled for the February Good Housekeeping. Color pages also will run 

in Better Homes & Gordens and Ladies’ Home Journal. N. W. Ayer & Son, Chicago, 
is handling the campaign. 


TRIPLE EMPHASIS—O. Parker McComas, president a _— of the tobacco company, the be which will set the theme 
Morris, emphasizes to David Lyon, sti for Philip Morris advertising and merchandising drives during 
Cecil & Presbrey, ond Patrick H. Se chete ame the next twelve months. 
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Information for Advertisers 


No. 3863. Analysis 


tribution 


Showing Dis- 
of Grocery Products 
in Twelve Markets. 
A comprehensive breakdown 
showing the percentages of dis- 
tribution of brand products having 


10% or more distribution in 12 
major markets is given in this sur- 
vey, offered by Scripps-Howard 


Newspapers Features of this 
fourth annual study are a special 
supplementary analysis to show 
what brands are “truly national” 
and data to show the percentage of 
grocery stores handling “non-gro- 
cery” items 


No. 3864. Market Report on Non- 

metallic Materials 

Data on present uses, potentials 
for personnel re- 
sponsible for selection and specifi- 
buying habits for 17 
types of nonmetallic materials used 
in 15 major industries are out- 
lined in this market survey con- 
ducted by John T. Fosdick & Asso- 


increased sales, 


cation and 


ciates for Materials & Methods 
Results are based on a question- 
naire mailed to 6,266 of the pub- 
lication’s subscribers 


No. 3866. Guide 


production 


to Layout and Re- 

of Art for Televi- 
ston 

gThis four-page guide lists many 
»’s and don'ts” in preparing art- 


for Stations KOH (Reno); KFBK 
(Sacramento); KWG (Stockton); 
KMJ (Fresno) and KERN (Bak- 
ersfield) are contained in this 
new six-page folder issued by Mc- 
Clatchy Broadcasting Co. The ma- 
terial is based on Broadcast Meas- 
urement Bureau Study No. 2, 
spring of 1949. Complete BMB 
market data for the stations are 
broken down by counties. 


o. 3868. Market and Media Data 
for Selling the Meat Industry. 
This 12-page market and media 
brochure offered by the National 
Provisioner contains data on the 
annual volume of meat products 
produced by the meat packing in- 
dustry, as well as estimated pur- 
chases of equipment and supplies 
used by meat packers. Included is 
a map and geographic breakdown 
showing plant locations and the 
circulation of National Provisioner 
in relation to these plants, as well 
as information on the Annual Meat 
Packers Guide. Rates and mechan- 


ical specifications are included for 


both publications. 


No. 3862. Buying Power of the Na- 
tion’s Working Women. 


Living habits and spending 


| power of women in nine major oc- 


work for television and is offered | 
agencies and time buyers by Sta-| in a series of Fact Files to deter- 


tim KMTV, Omaha. The pamphlet 
ig written for the layman and de- 


s@Pibes graphically correct propor- | 


ti@n for all art work. 


No. 3865. 


» Coverage 


Radio Market Data and 
Maps. 


cupational groups are outlined in 
this survey conducted for Charm 
by Culpepper Hertz Inc. The first 


mine the consumer strength of the 
country’s 
men, this 
covers office workers, 
teachers, saleswomen, nurses, ex- 
ecutives and other professionals, 
beauticians, telephone workers, 


Coverage maps and market data| factory workers and waitresses. 


Wote: tnquiries for the items listed above will not be serviced beyond March 5. 


USE COUPON TO OBTAIN 


eaders Service Dept., 
0 E. Illinois St., Chicago 11, Ill. 


please print or type) 


ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


RMATI 


CITY & ZONE ....... 


STATE 


MAXWELL 
SERVICE 


PHILCO saéco MAXWELL 
pant of thecr 


a 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
profitable to you: A man with certain 
highly specialized qualifications of lim- 
ited applicability wanted to get into | 
the agency business. He was earning | 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 | 
from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 


19,000,000 working wo-| 
comprehensive study | Crisp layout, 
school} 


E 


| Magazine 


} 
} 


| 


| 
} 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. 
ceding publication date. 


Deadline Wednesday noon 12 days pre- 
Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


Advertising Manager 
adio & TV Mfgr. 
GEORGE WILLIAMS—PERSONNEL 
209 S. State St. HA 17-2063 Chicago 4 
WANTED 
Experienced TV broadcasting technician 
for Midwestern Television Station. Ex- 
perienced AM engineers will be considered 
in lieu of actual TV experience. 
Box 3532, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, Lil. 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuais in Merchandising. Advertis- 
ing, Sales Promotion and Management. 
*AND* 
Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
Jackson Blvd. Chicago 4, Ill 
MIDWESTERN 
ADVERTISING REPRESENTATIVE 
for national agricultural trade publica- 
tions. Give complete information first 
letter, experience, other publications rep- 
resented, commission. 
Box 3558, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


POSITIONS WANTED 
SPACE REPRESENTATIVE 
To work out of Cleveland for a good book 
Either full or part-time. Agency and space 
selling background. Age 28, married, chil- 


4E 


dren. Write 
Box 3545, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


I CAN HELP YOU IN THE 
SAN FRANCISCO BAY AREA! 
Free-lance sales and advertising man with 
20-year background and own downtown 
office, has time available for contacts, co- 
py, layout, merchandising, sales promo- 
tion and publicity. Write “H.P."" Room 
527,690 Market St., San Francisco 4, Calif 
CHECK THIS PLEASE 
lettering, & some finished 
illustration by energetic 
child, 3 yrs. experience free 
agency. Prefer Mid or Southwest 
Box 3556, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
ADVERTISERS—AGENCIES 
Exp'd. man will go into field as liaison 
with outdoor, point of sale and car card 
people. 18 of my 44 yrs. exp'd. in all as- 
pects of these mediums. Sincere, initiative 
& hustle to produce effective results 
Present location 5 yrs. Want 
place position becoming too routine. Mar- 
ried, college, no military status. Will re- 
locate. Let me mail complete resume 
Box 3557, ADVERTISING AGE 
200 E. lllinois St., Chicago 11, IIL. 
ARTIST, 3 yrs. exp., lettering, 
some layout, desires position or 
lance work, prefer New York City 
Box 3559, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
Editor. Wide experience all phases trade 

prod. Employed executive 

Box 3560, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
Presently employed with small agency as 
production mgr. and general assistant. 
Want opportunity to do creative work... 
copywriting, etc 
I can 
ience includes media, client service, and 
scriptwriting. Univ. Journ. school 
27, veteran. 

Box 3561, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Business Paper Sales Prom. Mgr. wants to 
switch to selling side with magazine or 
bus. paper. 25 yrs. old, coll. grad., vet. 
No sales experience 

Box 3562, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
IF YOU WANT IT IN WRITING... 
Ask this very unusual agency copywriter 
and idea man for his resume 

Box 3563, ADVERTISING 

200 E. Illinois St., Chicago 11, Ill. 
Copy Writer, Woman, Experienced... 
major appliances, food, general lines 
| Chicago only 

Box 3564, ADVERTISING 

200 E. Illinois St., Chicago 11, 
Printing production operater, 34. 


lance & 


free 


AGE 


AGE 
Il. 
sales 


idends from a $20 investment. Maybe department and secretarial experience. 


this will suggest something to you— 
who knows? 


Box 3566, 
200 E. Illinois St., 


ADVERTISING AGE 
Chicago 11, Ill. 


A NEW... 
Iiluminated 
30’x30' DISPLAY 
ir the Heart of 
TRENTON, N.J. 


| 


POSITIONS WANTED 


$7200 Secretary 


For Sales Prom. or Agency Man 
Experienced, young, college ed., single. 
Excellent references, Chicago loop 

Box 3565, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
ADVERTISING-PROMOTION MANAGER 

ASS'T. ACCOUNT EXECUTIVE 
Young man with record of outstanding a- 
chievement. Currently adv. & prom. dir 
prominent retail chain. Founder and for- 
mer publisher daily newspaper 
public rel. exec. Top ref. War exempt. 
replies answered 

Box 3567, ADVERTISING 

200 E. Illinois St., 
ADV. MGR. 


All 


AGE 
Chicago 11, Ill. 
—Young man 29, for 3 years 
in charge of adv. & sales promotion for 
leading firm in its field seeks similar 
work in South. Present job entails deal- 
er prom., direct mail selling, designing 
prom, lit.. and ad layouts. $5,000. 

Box 225, Medina, Ohio 
ADVERTISING MANAGER needs good 
industrial concern in which to expend 
plenty energy. Experienced eight years 
in creative, media, production, and human 
phases. Chicago area. Start now 

Box 3568, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
SPACE SALES REPRESENTATIVE 
15 years trade papers & directories. Sales, 
management, promotion letters. Age 42, 
married, A-1 references. Want connection 
with rated publication 
Box 3570, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
Well rounded agey man, 37, vet. 2 chil- 
dren. Heavy on research & contact—also 
copy & media—solid 4-A agcy. exp. Seeks 
responsible job, preferably Chicazo 
Box 3571, ADVERTISING AGE 


20v E. Illinois St., Chicago 11, Ill. 
| Media Sales Prom. Mgr. looking for new 
start in media dept. of agcy or adver- 


man 26 married | 


job to re-| 


mech. | 


| 


Have samples to prove} 
With agency over 2's years. Exper- | 


grad. | 


tiser. Coll. grad., draft exempt. 

Box 3572, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Chicago Copywriter—drug, mail order 
and general consumer background. 4's 
years agency experience writing selling 
copy. Employed. College graduate. Will go 
anywhere real opportunity beckons 

Box 3573, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MOTHER-IN-LAW TROUBLE 
SENDING ME TO CHICAGO 

I have worked twenty-four well 
paid years learning how to be of 
value to you. 

Have thoroughly digested amaz- 
ingly diversified experience as radio 
and television director-producer in 
fifty-man agency. Versatile copy- 
writer in many fields. Director prof- 
itable mail sales campaigns for one 
of country’s largest liability insur- 
ance companies. Field researched, 
written, cast, directed sound and 
photography for many, many sound 
slide sales training films for na- 
tional accounts. Planned, developed. 
supervised and directed national 
sales training programs in food, serv- 
ice and appliance fields. Know how 
to develop sales promotions your 
dealers will promote. Broad public 
relations, publicity and promotion 
experience with P R agency and na- 
tional, regional and state trade asso- 
ciations. Strong platform speaker. 

Believe I'll be most valuable to 
you as Account Executive on mer 
chandising minded accounts; radio- 
television director; copywriter; sales 
promotion or sales training director; 
public relations and publicity direc- 
tor or trade association executive in 
that order. 

Service exempt. Forty four years. 
Protestant. With happy wife and 
teen-age daughter ready to take 
Horace Greeley’s advice at once. 
Top references from top Hucksters. 
Twelve thousand minimum to start. 
Going Chicago late January for in- 
terviews. Box 7788, Advertising Age. 
200 E. Illinois St., Chicago 11, Il. 


Former | 


Advertising Age, January 22, 1951 


REPRESENTATIVES AVAILABLE 
sony cog representative with twenty 
e years successful exper. with news- 
farm papers and business pub- 
lications. Interested in operating Chicago 
mid-west office for a substantial pub- 
lisher with present billing and large po- 
tential. Proposition must net a minimum 
of $8,000 yr. Your confidence respected. 

Box 3569, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


MISCELLANEOUS 

Practically new, 9 No. A5333 
Remington Rand, grey Standard Kardex 
Cabinets, 33 slides to cabinet for 3x5 
inserts, today’s cost $290; No. 93337 grey 
Kardex table, today’s cost $65; No. 95327 
grey Kardex table, today’s cost $80. Will 
sell as a lot or singly. Best offer takes 
them. The Professional Press, Inc., 5 N. 
Wabash Ave., Chgo. CE 6-1292 


nh 


For Sale: 


Account Executive Assistant 


wanted by eastern 4A agency (not 
N. Y.). Prefer man 28 to 35 with 
automotive after-market or oil com- 
pany experience. Must be willing to 
travel. No copy work. Base starting 
salary around $450 month, plus lib- 
eral bonus plan and profit sharing 
trust. We are confident we can con- 
vince you we offer security and op- 
portunity. Write and tell us enough 
about yourself to justify an inter- 
view. Address Box 7787, Advertising 
Age, 11 E. 47th St., New York 17, N. Y. 


OUTDOOR MAN 
WANTED 


Leading Chicago AAAA advertis- 
ing agency has opening for man 
experienced in outdoor space-paint 
& posting—for office and field 
work. Give past experience, per- 
sonal data and salary required. 
Send snapshot if possible. Address 
Box 7789, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ill. 


'M ALL STEAMED UP 
—WITH NO PLACE TO GROW! 


Handling national accounts with 
4-A agency. Ready for a top job 
and have the stuff to do it. Ex- 
perience in hard and soft goods, 
media, client and agency, make 
this 38 yr. old a valuable addition 


ASS 


to a rising organization. $15,000 
| minimum. Chicago preferred. Let's 
| talk! 

Box 7790, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


EXPERIENCED PROCESS 
INDUSTRIES MARKETING 
MAN AVAILABLE 


Changes in our organization make avail- 
able a valuable right-hand man, chem- 
ically trained and possessing a sound 
working knowledge of sales, market re- 
}search and customer service relations. 
| This rare combination qualifies him to be 
}of great assistance to busy sales or ad- 
vertising agency executives interested in 
marketing equipment or materials to the 
chemical process industries. Unusually 
fine personality, education and back- 
ground. Thorough knowledge of chemi- 
cal industries from both inside and out 
Prefers New York area. Please address 
Executive Vice President, 5th floor, 57 
Park Avenue, N.Y.C. 16. 


RALSTON PURINA COMPANY 


Has an opening for a man 26 to 35 to 
work as Radio Promotion man. College 
degree and some experience in Radio 
Work is necessa y. a rural background 
helpful. Work wii! be with radio stations 
to help merchandise programs and help- 
to supervise production of radio 
. etc. Headquarters in St. Louis, 
considerable travel involved. To apply— 
write F. E. Heacock, Ralston Purina Co. 
giving complete qualifications. 


CIRCULATION MANAGER 
AVAILABLE 


17 successful years on national 
cations—both general and trade. 
on subscriptions- by-mail, newsstan 

and agents’ promotion. Full knowledge 
of all phases of circulation dept. Age 
40, married, 2 children, draft-exempt. 


Box 7782, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 
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BOOK ON BOARDS—The first in Simon & Schuster’s American travel series, 
is being advertised by Silver Springs, 


Guide,” 


“Floride 


Flo., in posters like this in metro- 


politan New York, the Midwest and Florida. As o follow-up the publisher is pre- 


dAurti 
ep" 


poring miniat 


of the poster for distribution by its salesmen. 


Douglas Aircraft 
Schedules 2 Drives, 
Ads in 23 Countries 


Santa Monica, Cat., Jan. 16— 
Douglas Aircraft Co. will use 
general and local magazines, news- 
papers, and aviation trade publica- 
tions in 23 countries in its 1951 
advertising program. Two cam- 
paigns will run, each with the 
broad general purpose of giving the 
public, the military services, and 
the company’s own employes 
technical information. 

In the first campaign, Life and 
The Saturday Evening Post will 
carry black-and-white pages 
aimed at broadening the air travel 
market in general for the 17 sched- 
uled airlines, here and abroad, 
using the Douglas DC-6, and sell- 
ing DC-6 seats in particular. Color 
pages and spreads may be added 
later in the campaign if world con- 
ditions warrant their use. 


@ Providing the same kind of sup- 
port for overseas operators, Doug- 
las will use b&w space in the inter- 
national editions of Life, News- 
week, Time, Reader's Digest, New 
York Herald Tribune and New 
York Times. In addition, local 
magazines, newspapers and avia- 
tion trade publications in 23 coun- 
tries will get regular insertions. 

The second campaign will ap- 
pear in domestic aviation trade 
publications and consumer busi- 
ness magazines. This will tell the 
story of the versatility of Douglas, 
not only in designing and building 
advanced-type military aircraft, 
but in their work on guided mis- 
siles, electronic equipment, jet pro- 
pulsion and other lesser-known 
facets of its operation. 

This phase of the program has 
been designed to help attract en- 
gineers and skilled workers of var- 
ious classifications who are looking 
for “a broader scope for their spe- 
cialized skills than their present 
employment may offer.” 

These ads will run in a broad 
list of aviation publications plus 
Fortune, Newsweek, Scientific 
American, Time and U. S. News 
& World Report. J. Walter Thomp- 
son Co., Los Angeles, is the agency. 


Joins ‘Country Gentleman’ 


Francis E. Stewart, formerly 
with Hoard’s Dairyman, on Feb. 1 
will join the advertising sales staff 
of Country Gentleman, Philadel- 
phia. He will head the publica- 
tion's “Farmers’ Market Place.” 


SALES PORTFOLIOS 


SERVICE BINDERY CO. 


2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224 


Rech Named Federal V. P. 

William L. Rech, with Federal 
Advertising, New York, since 1943, 
has been named a vice-president 
and copy chief of the agency 


‘Canner’ Names Matson A. M. 
William R. Matson, circulation 


ly, has been appointed advertising 
manager. He succeeds C. M. Carl- 
son, who has resigned. 


Fawcett Appoints Paul 

Bill Paul, formerly promotion 
manager of American Legion Mag- 
azine, has been named promotion 
manager of Fawcett nes 
Group, New York. 


Bracken Appoints Jenkins 

Bracken Productions Inc., Los 
Angeles, producer of TV commer- 
cials and films for television, has 
named Douglas Jenkins as execu- 
tive vice-president. Mr. Jenkins 
was formerly a principal of Jenk- 
ins-Large Inc., advertising agency 
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Marcato Joins Picard Agency 

Edward Marcato, formerly vice- 
presicent and treasurer of Marcato 
Elevator Co., has joined Picard 
Advertising Co., New York, as ac- 
count executive. He also will serve 
on the plans board as merchandis- 
ing director 


Westinghouse Moves to D. C. Sell the “HEART’ of the Family 


The headquarters office of West- 


| inghouse Radio Stations—in Phila- 
1940—has | 


delphia since June, 
moved to 1625 K St., 
ington, D. C. 


N. W., Wash- 


Blitz Names DeTemple 


Edward DeTemple, formerly 
with Hal Short & Co., advertising 
agency, has been named art di- 
rector of Blitz Advertising, Port- 
land, Ore. 


Rogel Names McLaren V. P. 
Max Rogel & Associates, New- 
ark, public relations, has appointed 
Robert McLaren, former vice-pres- 
ident of McLaren, Parkin, Kahn, 


manager of Canner, Chicago week- | as vice-president. 


12x9% 
| page size. 


crannies s 


CTiViTHES 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 te 10) 
Write for Market Dota Feide: A 
1018 S. Wabash Ave., Chicago 


..in the years of HEAVIEST SPENDING AT HOME 


_ 


What do people 


read 


ina 


‘ 


Sunday newspaper? 


Here’s the first authoritative answer 


in five years .. 


the Advertising 


Research Foundation’s study of 


The_Cineinnati_Enquirer 


i) Tae 


r i) 


If you’re a member of A.N.A. or A.A. A.A., you'll 


get your copy during Jan 


uary. Additional copies will 


be available (to members of the above organizations 


and The Bureau of Advertising only) at $10.00 each. 


Tear out and mail in this coupon. 


NAME 
ADDRESS 


oo 


Advertising Research Foundation 
1l West 42nd Street 
New York 18, New York 


Gentlemen: 


Please send me 


copies of the Advertising Research Foun- 
dation’s study of the Cincinnati Enquirer of September 24, 1950. 


ZONE_ 


—STATE__. 
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San Francisco Admen Elect 
Gerald F. Nowell, Putnam Pub- 
lications, has been elected chair- 
man of the press-advertising-radio 
chapter of the American Veterans 
Committee, San Francisco. John T. 


Radio-TV Industry 
Must Face Defense 
Facts, Miller Says 


eral, is favorable. He said that gov- 
ernment officials in most cases 
feel that the radio-TV broadcasters 
will play a vital role in both mili- 
tary and civilian defense planning. 


Bennett, Andrew Jergens Co., has 


Cuicaco, Jan. 17—Broadcasters 


been named vice-chairman, and . : : : 
George Warton, Warton Lamp Co., wil! have to adjust themselves to 
has appointed secretary-| the fact that, as the pressure for 


treasurer 


_ on any subject 


From newspapers and magazines 
published throughout the country. 
Write for booklet . . . 


rearmament increases, more and 
more radio and TV materials and 
trained personnel will be required 
for the defense effort, according 
to Judge Justin Miller, president 
of the National Assn. of Broad- 
casters. 

Speaking at a luncheon meeting 
of the Chicago Television Council 
today, Judge Miller said that the 
radio and video industry must 
therefore bend every effort toward 
the development of substitute ma- 


MEWS ITEMS 


Celotex Promotes Cassin 

Celotex Corp., Chicago, build- 
ing materials, has named Allen 
Cassin, formerly manager of the 
Celotex Cleveland branch, as as- 
sistant general sales manager. He 
will supervise the company’s 
branches in the East, including 
the Washington office, where he 
will make his headquarters. 


Appoints Lovick Agency 

Vi-Tone Products Ltd., Hamil- 
ton, Ont., manufacturer of Vi- 
Tone, Vi-Tone fudge mix and Mil- 
Ko, has appointed James Lovick 
& Co., Toronto, as its agency. 


New York, Jan. 17—Fawcett 
Publications today announced that, 
effective with August issues, ad- 
vertising will no longer be ac- 
cepted in Movie Story, and the 
Fawcett Women’s Group (True 
Confessions, Motion Picture, Mov- 
ie Story) and the Fawcett Screen 
Unit (Motion Picture, Movie 
Story) will no longer be offered 
to advertisers as packages. 

Shepard Spink, vice-president of 
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Fawcett Drops Ads in ‘Movie Story,’ 
Splits Up Women’s and Screen Units 


you slice it, and our advertisers 
want mass.” 


@ In August, the guarantee of 
True Confessions will be increased 
from 1,500,000 to 1,700,000 and the 
b&w page rate will go from the 
present $3,225 figure to $3,655. The 
four-color price will move from 
$4,510 to $5,110. Motion PictufTe’s 
guarantee will be advanced from 


Fawcett, said that although ad- 
vertising will not appear in Movie | 
Story, the magazine will continue 
publication, at least temporarily. | 


700,000 to 900,000 and the b&w 
page rate will be upped from 
$1,470 to $1,935 and the four-color 
tariff from $2,205 to $2,900. 
Advertisers who use both True 


PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1888 BA 7-5371 


terials and the training of new 
personnel to replace those required 
by military or civilian agencies. 
The NAB head said that the at- 
titude of the government toward 


the broadcasting industry, in gen- 


> 


STORY COOKING 


He said Movie Story, with a cir-| Confessions and Motion Picture 


Charles Johnson Joins KGO 

Charles Johnson, formerly with 
KVSM, San Mateo, Cal., has joined 
the sales staff of KGO, San Fran- 
cisco. 


said 400,000 circulation 


HOW CAN a woman surprise a husband who thinks he 


is the best cook 


of popovers? 
p 


in town 
The "Betty Crocker Program" 


or a bishop who's fond 
(Tues— 


jays and Thursdays, CBS-TV) is built around such 


situations and their happy sequels. 
demonstrated in the Betty Crocker 


solution is 


Step-by-step 


kitchen with Gold Medal Kitchen-Tested Flour 
and General Mills ready mixes and appliances. 


arouramy 3% 


SURE THING 


iw ONLY 


ee nan ee ae 


DRUGGISTS HAVE TIME and space only for a proved 


sales winner. 


So Meds Division of Personal Prod- 


icts Corp. tested the appeal of a plastic tampon 


ease before offering 
incentive. 


displays, made full saies. 


details and promoted 


it to stores as a consumer 


Druggists put up coupon-—carrying 


Meds handled mailing 
the premium with advertise- 


ments in 18 newspapers and 22 magazines. 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 
Advertising 


BOSTON + BIFFALO 
MINVEAPOLIS * 


NEW YORK + 
CHICAGO + 


+ PITTSBURGH + CLEVELAND + 


HOLLYWOOD © Los 


DETROIT 


SAN FRANCISCO * ANGELES 


FORT PITT Brewing Company's new television spots 
get quick identification with the real Fort Pitt 
blimp that flies over western Pennsylvania and 
eastern Ohio. Cartoon portion of the minute 
films shows character eying blimp, chasing it, 
getting and pouring Fort Pitt Special Beer. 
"Sell" is concentrated in 10 seconds of live ac- 
tion. Fort Pitt is a client of BBDO Pittsburgh. 
8 


ARMSTRONG’ 


. haa 


ri 
? 


ie 


IENDLY CIRCLE 


TV DRAMA that's wholesome as well as entertaining 
draws big audiences. That fact is proved again 
by the success of "Armstrong's Circle Theatre” 
(Tuesdays, NBC-TV). The characters in the orig- 
inal stories presented might well be your own 
family or friends. Kay Campbell, shown above, 
handles commercials for Armstrong Cork Company's 
Linoleum, Quaker Rugs, and building materials. 


culation at 400,000, “has never hit| simultaneously will be billed at 
public interest to the same extent | $5200 for b&w pages and $7,400 
as the other two magazines.” He} for four-color pages in both mag- 


not} azines—the current rate for Faw- 
mass circulation, no matter how/| cett Women’s Group. 


|'@ Mr. Spink said the Fawcett move 
| resulted from “the strong surge of 
public interest for True Confes- 
sions and Motion Picture, as re- 
flected by their circulation figures. 
Average fourth-quarter circula- 
tion for True Confessions is esti- 
mated at more than _ 1,800,000, 
which is 300,000 in excess of guar- 
antee; and for Motion Picture at 
over 900,000, more than 200,000 in 
excess of guarantee. 

“It is our belief,” said Mr. Spink, 
“that two such strong publications, 
each standing independently on its 
own merits, offer advertisers 
greater value than when sold in 
combination with a magazine or 
magazines of far less interest to the 
reading public.” 

Mr. Spink explained Move 
Story’s failure to get above the 
400,000 mark by saying it had been 
handicapped by its format. The 
magazine usually carries half a 
dozen motion pictures in story 
form. 


‘Industrial Marketing's’ 
Redesigned Format Bows 


Industrial Marketing, published 
by Advertising Publications Inc., 
Chicago, with its January issue 
has completely redesigned its for- 
mat. The changes include new 
colors, a new cover and the use of 
9-point Textype set on 11 points, 
which permits easier reading. The 
paper is a heavier, whiter stock 
with increased opacity. 

The publication's editorial con- 
tent and policy will continue to 
detect the trends and report new 
and proved methods in the major 
fields that it covers: industrial 
distribution, market analysis, sales 
management, sales promotion, ad- 
vertising and public relations. 


Modern Names Freedman 


Alan J. Freedman, formerly ad- 
vertising sales manager, has been 
elected vice-president in charge of 
sales of Modern Publications, New 
York. He will develop sales for 
Modern Retailing, Modern Station- 
er and Efectos de Escritorio. Mod- 
ern Publications recently pur- 
chased the Modern Card Shop, 
formerly published in Minneapolis, 
and all paid subscribers of this 
magazine will now be serviced by 
Modern Stationer. 


Milady Appoints Wexton Co. 
Milady Brassiere & Corset Co., 
New York, has appointed the Wex- 
ton Co., New York, to handle ad- 
vertising on Fruit of the Loom 
Ladyform bras and Kling-eez gir- 
dies. Trade, radio and national 
consumer media will be used. 
Gilbert Advertising Agency, New 
York, is the previous agency. 


‘Emerson Names Light 


Gerald Light, formerly manager 
of the U. S. government's contracts 
division, has been named sales pro- 
motion manager of Emerson Radio 
& Phonograph Corp., New York, 
succeeding Harold Dietz, who re- 
signed to head an Emerson distrib- 
uting company in Newburgh, N. Y. 
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SAFETY DRIVE—This complete nine-piece 
sofety kit is being sent by Towmotor to 
users of industrial fork trucks. 


Towmotor Corp. Kit 
Stresses Safety in 
Using Lift Trucks 


CLEVELAND, Jan. 16—Towmotor 
Corp., manufacturer of industrial 
fork lift trucks, has prepared a 
nine-piece safety campaign kit 
which it is mailing to lift truck 
equipment users throughout the 


country. 

The kit contains four large traf- 
fic control signs emphasizing 
“Blind Corner,” “Low Head 


Room,” “Traffic Crossing,” and 
“Narrow Aisle Ahead.” There are 
also four 11”x14” safety posters 
for use inside the plant, and an 
operator’s guide containing basic 
operating hints and suggested 
safety precautions. 

Each of the colored posters em- 
ploys an eye-catching cartoon to 
emphasize some element of safe lift 
truck operation. 

The kit was prepared by Lezius- 
Hiles Co. here, and may*be ob- 
tained by writing to Towmotor. 


LaRoche Gets 2 Accounts 


Charles Marchand Co., New 
York, manufacturer of Golden 
Hair Wash, and the Chunk-E-Nut 
Products Co., Pittsburgh and Phil- 
adelphia, maker of peanut butter, 
have named C. J. LaRoche & Co., 
New York, to handle their adver- 
tising. Both accounts were former- 
ly with the Joseph Katz Co., New 
York. 


Appoints Muter, Culiner 


| Sales for 1950 were $1,859,827,683 
| and $1,848,280,443 in 1949. 


Census Reports Decline in 
Number of Newsstands 


Final tabulations of the 1948 
Census of Business show that the 
number of news dealers and news- 
stands declined from 7,407 in 1939 
to 6,801 in 1948, but sales increased 

from $72,000,000 to $217,-| 
000,000. 

The release (BC-2-R-14) shows | 
a 481% increase in the three Pa- 
cific states. Figures on sales, num- 
ber of establishments and employ- 
ment are given for all regions and 
states. 


ined. 


POPULATION 
1950 U.S. CENSUS 


Armour Reports Earnings Up 


Armour & Co., Chicago, reports 
that for the 1950 fiscal year earn-| 
ings amounted to $19,038,787 as 
compared with $558,189 for 1949. 


Chedekel Buys Shoe Concern 


| Louis Chedekel, formerly treas- 
| urer and sales manager of Nashua 
| Slipper Corp., Lawrence, Mass., 
has purchased Stahl Shoe Co., 


| Lawrence, manufacturer of men’s 
| shoes. 


At P. R. Mallory & Co. 


in Indianapolis . . . 


Muter, Culiner, Frankfurter & | 


Gould, Toronto, has been named 
to handle the advertising and mer- 
chandising for Du-Val Associated 
Cos. Ltd., Toronto manufacturer 
of men’s and women’s rainwear 
and sportswear, handbags and ac- 
cessories. The initial plans call for 
full-page color rotogravure ads in 
weekend papers. 


Albert Frank Names 2 V. P.s 
Joseph A. Fitzgibbon and John 
W. Adams Jr. have been elected 
vice-presidents of Albert Frank- 
Guenther Law, New York. Mr. 
Fitzgibbon has been in the agen- 
cy’s news department since joining 


the company in 1929. Mr. Adams) 


has been associated with the agen- 
cy since 1948. 


Opens New Creative Service 
Paul Roman, formerly of Lan- 
non, Roman 
York, has opened his own creative 
service, New Jersey Studios at 605 
Broad St., Newark 2, and will offer 
advertisers everything from visu- 
als to finished printed material. 


Conover-Mast Shifts Mast 


Burdett P. Mast Jr., on the Chi- 
cago staff of Mill & Factory, a Con- 
over-Mast publication, has been 
transferred to the sales staff of 
Construction Equipment, and will 
cover Missouri, Iowa, Nebraska 
and part of Illinois. 


Nuodex Appoints Heggie 

Heggie Advertising, Toronto, has 
been named to direct the 1951 
campaign for Nuodex Products of 
Canada Ltd., Leaside, Ont., manu- 
facturer of driers and chemicals 
for paints. 


& Thompson, New| 


AND HE'S ONE OF OUR 354,000* SUBSCRIBERS 


Ned, his fellow workers at P. R. Mallory & Co. ... leading electronic and metallurgical manufacturers . 


thousands more employed by a hundred flourishing, diversified industries make the “Heart of Hoosierland,” a top- 


priority market for every type of manufactured product. 


In Marion County the effective-buying-power average of $5,705 per family is well above the national average 


the nation's 32 largest metropolitan counties. 


. places Marion County in eighth position 


uries, too. 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMITH COMPANY e 


*Publisher’s statements, 6 months ending September 30, 1950 
+Sales Management's ‘‘Survey of Buying Power.” 


He's One of 4,000 Employees 


Our Hoosier workers—like Ned Skillman—also are responsible for Marion County's eighth-place ranking in retail 
sales per family. Week after week they buy goodly stores of necessities . .. but they have dollars left for lux- 
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Allan Names Seeger V. P. 

Miss Fritzi Seeger, formerly pro- 
duction manager of Duane Jones 
Co. and Aubrey, Moore & Wallace, 
has joined David Allan & Asso- 


Otis Names Eaton A. M. 


appointed advertising manager of 
the Otis Elevator Co., Yonkers, 
N. Y. He succeeds Richard T. Brice, 


| Royce Shoe Names Shaw 
William H. Eaton Jr. has been| 


ciates, Chicago 


president 


agency, as vice- who will assume special duties, re- 


porting to the president. 


To sell the top Furniture 


(UD and Department Stores... use 


B ruRsnnes 
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| Toy Tinkers Names Rodkin 


Herman L. Shaw has been 
named vice-president in charge of 
sales of a new branded shoe di- 
vision of Royce Shoe Mfg. Corp., 
Newmarket, N. H. For the first 
time in many years, Royce will sell 
branded shoes, although it will not 
discontinue its line of unbranded 
footwear. Promotional plans in- 
clude four-color ads in fashion 
magazines, window and store dis- 
| Plays, dealer advertising kits and 
_ TV films. 


Sander Rodkin Advertising 
Agency, Chicago, has been retained 
to handle the advertising of Toy 
Tinkers Inc., Evanston, Ill., manu- 
facturer of Tinker Toys. Business 
papers, newspapers and point of 
purchase will be used. 


Association Changes Name 


Minneapolis Sales Executives. The 


SCALE MODELS—Landers, Frary & Clark, New Britain, Conn., has made available 
" : - - m alec to its dealers this 15-piece white plastic set of scale models of the Universal Select- 
PE aR omy medion yd —_ A-Range. The models can be used in store windows; inside the store for cusotmers’ 


planning; and to show flexible cooking capacity and utility areas. 


23-year-old organization adopted 


the new title following a change in participation of company managers 
its by-laws to allow more active and presidents. 


Important 


Announcement 


FROM 


now BIG 10 TRAVEL CLUBS 


For the past four years, the Big 7 
Travel Clubs have been offering 
an invaluable service to over 
4,000,000 families who make 
Hearst newspapers a regular part 
of life in their homes every Sunday. 


Organized to supply members with 
complete and authoritative infor- 
mation regarding every phase of 
travel and vacation, members have 
been making the fullest use of Club 
facilities in planning their travel 
and vacations. 


As inquiries are received from 
members, they are routed directly 
to the source best qualified to 
supply information . . . a perfect 
-onnecting link between potential 


TRAVEL 


cont the Hearst Advertising Service office nearest you, or address: 
_ John Whiteley, Monager, Travel and Resort Department, Hearst 


Bic 7 sraveccised EXPAND | 


 COAST-TO-COAS 


customers and the entire Travel and 
Resort Industry, has been estab- 


lished. 


Now, with the addition of three 
great West Coast markets— 
Seattle, San Francisco and Los 
Angeles—1,600,000 more families 
are being invited to use the 


facilities of the Travel Clubs. 


The Big 10 Travel Club newspapers 
now reach into the homes of nearly 
6,000,000 families from Coast-to- 


Coast. 


Here, undoubtedly, is the greatest 
potential offered the Travel and 
Resort Industry in America today. 


cL.uss 


HERE ARE THE 


ee 


if you haven't received your copy of the Big 10 Travel Club 
ing important dates for the Travel and 
Resort Industry for the entire year of 1951, send for it now. 


desk calend 


oit Times 


BIG 10 TRAVEL CLUB NEWSPAPERS: 


Pittsburgh Sun-Telegraph 
Albany Times-Union 
Baltimore American 

Boston Advertiser 
los Angeles Examiner 
San Francisco Examiner 
Seottle Post-Intelligencer 


Proper Color Use 
Means More Profits 
and Sales: Cheskin 


New York, Jan. 16—Knowledge 
of how to use color pays off in 
both increased sales and added 
profits, according to a new book, 
“Color for Profit,” written by 
Louis Cheskin and published last 
week by Liveright Publishing Corp. 
(price $3.50). Mr. Cheskin is tech- 
nical director of Color Institute 
of America and author of “Colors, 
What They Can Do for You.” 

In the book Mr. Cheskin ex- 
plains, in simple, non-technical 
language, why we choose certain 
colors rather than others, and the 
effects of such preferences on our 
everyday buying 

He also tells how to make ef- 
fective use of the results of ex- 
periments which have determined 
the different color preferences of 
normal people and neurotics, men 
and women, sophisticated and un- 
sophisticated groups, etc. 


@ There are sections in the new 
book covering application of these 
principles to specific commercial 
problems, like counter displays, 
direct mail, point of sale posters, 
product packaging, etc. 

Each section contains case his- 
tories showing how we associate 
certain colors with specific prod- 
ucts, and why costly public opinion 
polls often come up with the 
wrong answers about package ap- 
peal. 

Package shapes, poster design 
and proper store lighting also are 
discussed by Mr. Cheskin, who has 
incorporated 16 color plates in his 
book to point out both good and 
bad features of poster, package and 
advertisement design. 


Joins Inland Lithograph 


John Shaw, formerly vice-pres- 
ident of Einson-Freeman Co. in 
Chicago, has been named vice- 
president of Inland Lithograph Co., 
Chicago, producer of point of pur- 
chase displays and other color 
lithographed sales materials. 


Three Name Posner-Zabin 


Alamac Knitting Mills, Click 
Chemical Corp., maker of Click 
“88” cleanser, and Radinite Corp., 
maker of Radinite furniture pol- 
ish, have appointed Posner-Zabin 
Advertising, New York, to handle 
their accounts. 


Howland to Stewart-Warner 


John R. Howland, formerly as- 
sistant to the president of Zenith 
Radio Corp., has been named head 
of the newly created corporation 
office of product research for 
Stewart-Warner Corp., Chicago. 


Open London Office 

Army Times and Air Force 
Times, Washington, have opened 
London offices at 11-13 Breams 
Bldg., London E. C 4, England. 
Richard Donnelly and Lester Lear 
are in charge. 
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‘He's Right’ Is Chief Reaction to 
Ellis’ Attack on TV Talent Raids 


(Continued from Page 1) 

technique was on Saturday night. 

“They moved in to push us out 
—and never mind what it costs,” 
he said. [Eprror’s Note: After los- 
ing a rating battle with the top- 
budgeted “Saturday Night Revue” 
(NBC), DuMont’s “Cavalcade of 
Stars,” Saturday night's first big- 
time show, moved to Friday night.] 

Neither CBS nor NBC, the two 
networks mentioned by Mr. Ellis 
as participants in the “TV titans’ 
fight” for No. 1 position, had a for- 
mal reply at press time. There is 
some possibility that Columbia will 
make public its reactian later. ABC, 
not mentioned, likewise had noth- 
ing to say. 


@ Most advertising and agency 
men queried by ADVERTISING AGE 
this week were inclined to agree 
with the major premise of Mr. 
Ellis’ remarks. 

“I read the speech with interest 
and sympathy. There is no ques- 
tion but what he had a point,” said 
the ad chief of a major TV spender, 
with programs on three networks. 
“But we don't want to get into the | 
argument; we've got to have tele-| 
vision.” 

Since the problem of “bidding 
up” talent costs has been brought | 
out in the open, he voiced the hope | 
that maybe the Assn. of National | 
Advertisers or American Assn. of | 
Advertising Agencies will “take 
cognizance of it. 

“Individual advertisers and 
agencies can’t do very much about | 
something like this,” he added. 
“And the Four A’s and ANA are 
the only clearing houses we have.” 

Although the Four A’s and ANA 
executives had read the speech | 
with great interest, neither group | 
was willing to comment for pub-! 
lication. Both associations have 
standing committees set up to dis- 
cuss the broad aspects of problems | 
relating to radio and TV. 

The ANA radio-television com- | 
mittee, which has taken the lead in 
urging the reduction of AM rates 
and is preparing to re-evaluate 
TV’s cut into radio’s audiences, has 
not been unmindful of the rising 
cost of video, including talent, it) 
is reported. 


@ More aggressive TV program- 
ming activities on the part of agen- | 
cies would do a great deal to al-| 
leviate the situation, Adrian Sam- 
ish, vice-president in charge of 
radio and TV for Dancer-Fitz- 
gerald-Sample, suggested. 

“In my opinion the basic trouble 
is that too many agencies either 
are unwilling to invest in creative 
programming talent themselves or 
are unable to select the best pro- 
gramming talent with which to 
build their own shows,” he said. 
“It seems more and more apparent 
that most agencies today do not 
have the same enthusiasm for 
building their own television shows 
they once had in radio. They are 
unwilling to pioneer and accept the 
headaches of such pioneering and 
have let the programming reins 
slip from their hands.” 


e Recalling the early days of ra- 
dio when there was a “battle roy- 
al” over program control, Mr. Sam- 
ish declared: 

“Agencies were aggressive, were 
anxious to prove their ability to 
program the new medium, and 
they took the play away from the 
networks. Today, agencies as a 
whole seem to be content to let 
the networks develop and produce 
the shows. Notice how similar all 
television programs are today— 
and getting more so. This has come 
about because the creation of pro- 
grams is in the hands of a very 
few people, by and large the net- 


works’ program departments, and 
because there are so few people 
concerned with the building of 
these programs, the variety of ideas 
is limited.” 


@ The agency man cited D-F-S's 
experience with building its own 
shows (“The Lone Ranger” and 
“Stu Erwin Show” for General 
Mills and “Beulah” for Procter & 
Gamble, for example) and buying 
network packages (‘‘Sing It 
Again” for Steriing Drug and 
“Kate Smith Hour” for P&G). 

“We will continue this policy of 
trying to get the best shows for 
our clients, regardless of where we 
find them, whether network, agen- 
cy-built or an outside package. 
We feel that this is the best way 
to keep talent prices down—to let 
no one have a monopoly on the 
program building brains for our 
clients. 

“The networks are anxious to 
build their own shows, because 
they feel that in this way they can | 
keep their time sold to a greater 
degree, and they will make a prof- 
it on the program besides. But, 
as long as the agencies and the) 
advertisers are willing to accept the 
prices the networks are asking for 
shows, and let the networks do the 
job of producing them, they are 
going to have to pay the piper,” Mr. 
Samish concluded. 


@ Disinclined to overemphasize 
the networks as a villain in this 
piece, Hal Davis, vice-president of 
Kenyon & Eckhardt, told AA: | 

“Every producer—network and 
otherwise—wants to get the best 
buy he can on talent because that’s | 
one mark of a successful producer. | 

“The talent picture in television 
is largely a matter of supply and | 
demand. Talent fees have gone up, 
but there are a number of reasons | 
for this. The most important one 
is competition. There are many | 
more TV shows today making a 
bid for the same talent. When a 
star comes in from Hollywood and 


| 
| 


gets an offer from several pro-| 


grams, you have to outbid the field 
to sign him. And don’t forget that | 
a few years ago television was ob- | 
taining good talent very cheaply, | 
with some performers willing to go 
on just for experience.” | 
e Mr. Davis also called attention 
to the “inflated” figures which 
are bandied about carelessly and 
reprinted widely once they get in 
print, adding: “Every performer 
naturally tries for as big a fee as 
possible. If his agent doesn't get 
the figure he asked for on the 
check, sometimes his press agent 
gets it for him in print.” 

Characterizing the Kudner ex- 
ecutive’s remarks as “100% right,” 
Donald Stewart, advertising man- 
ager of Texas Co., warned that the 
“networks may be making a big 
mistake by boosting the price to 
the point where an advertiser can't 
stand the strain on his budget for 
39 weeks.” 

Texaco, he said, is in the for- 
tunate position of having the No. 1 
show with a large audience over 
which to spread the cost. “But 
when a sponsor has to take a more 
even split on the available au- 
dience, he may start to wonder if 
his money is being well spent.” 

An advertiser who declined to be 
quoted by name suggested: “It 
may be that some of these televi- 
sion monsters are part of the ad- 
vertisers’ own doing.” 

An agency radio-TV chief, who 
likewise preferred not to be identi- 
fied, said, “Sure, the television net- 
works are pushing up program 
costs just as some agencies did 
in radio years ago. It’s just that 
the shoe is on the other foot now.” 


How the Prices Went Up 


When J. H. S. Ellis scored talent increases in TV in a 
speech to the Detroit Adcraft Club a week ago Friday, he 
mentioned several specific instances of such increases, but 
did not give the names of the performers involved 

The “radio and night club singer” 
appeared one week on the Texaco program for $1,000, and 
the very next week on a network show for which he got 
$2,500, is believed to be Tony Martin. 

The “woman singer and comic” who got $1,500 for a Tex- 
aco performance and $4,500 for a Bob Hope show appear- 
ance is presumably Bea Lilly. 

The “two highest-priced individual stars” on “Broadway 
Revue” who were paid $350 and $900 for this program and 
subsequently received $1,500 and $4,000 on a network pro- 
gram are presumably Imogene Coca and Sid Caesar 

The “individual star getting $40,000 a week” apparently 
refers to Bob Hope. However, when the cost of the first 
Bob Hope TV show for Frigidaire was questioned, J. Hugh 
E. Davis, executive v.p. of Foote, Cone & Belding, wrote 
a letter to AA. He did not confirm the $40,000 figure, but 
pointed out that the payment to Hope was “for his services 
as master of ceremonies, actor, producer, director; and for 
the services of such writers as he hired; and for the services 
of his public relations representative. The fee also included 
cost of transportation from California to New York and re- 
turn for Mr. Hope, his writers, public relations representa- 
tive, and several other helpers.” 


who Mr. Ellis said 


PHILADELPHIA, Jan. 16—The 
question of the continuing increase 
of rates for television time burst 
out into the open here during the 
Jan. 12 dinner meeting of the 
Television Association of Philadel- 
phia at the Poor Richard Club 


; when Harry Trenner, partner ind 


vice-president of W. H. Weintraub 
& Co., New York, charged that: 

Networks are pushing up talent 
costs by competing with advertis- 
ing agencies for talent. 

Television time is entirely too 
expensive, and new increased rates 
are unjustified. 

Smaller advertisers are being 
forced out of television by higher 
costs. 

Television networks are monop- 
| olies which may eventually come 
| under government cost or rate con- 
trols. 

Television networks and station 
operators have been charging ad- 
vertisers what the traffic will bear 
and not prices based on television 
costs. 

Networks and independent sta- 
tions jointly are responsible for in- 
creasing rates. 


e Mr. Trenner deplored the tend- 
ency to restrict the creative side 


of the medium to two or three 
small groups. 
“The two or three thousand 


agencies which represent the ad- 
vertisers of America are not as a 
group dumb people,” he said. “But 
if you get a good idea for a pro- 
gram, the problem is to find time 
to put it in.” 

The “Saturday Night Revue” 
(NBC) is a good show. It is an ef- 
fort to solve the cost problem by 
signing several advertisers to share 
the load, he said. But this does not 
take into consideration the “im- 
ponderable of the gratitude com- 
piex of the American public. If 
you buy a spot in a program like 
that, the listener feels that you're 
introducing advertising in some- 
thing which has already been pro- 
vided for them.” 

On the other hand, audiences, he 
added, have always felt a sense of 
gratitude to advertisers who spon- 
sor their favorite radio and TV 
programs. 


@ The talk drew applause from 
agency men attending the dinner 
and scowls from station represent- 
atives. 

Alex W. Dannenbaum Jr., com- 


TV Time and Talent Costs Blasted 
As Exorbitant by Weintraub Exec 


mercial manager for Philco’s 
WPTZ, one of the country’s oldest 
television stations, replied immedi- 
ately, categorically declaring that 
“higher rates can be justified and 
are established for good reason 

“It is well and good to complain 
about increasedyprices when you 
don’t like it,” he said. 

Mr. Dannenbaum pointed 
that anyone who uses television 
does so for a purpose and what he 
will get out of it. He admitted that 
some advertisers have “rushed in.” 


8 In spite of rate increases, he de- 
clared, the number of advertisers 


dropping out because of that has| 


been negligible. 

“For a long time we have in- 
vested many millions of dollars in 
building stations and building tele- 
vision acceptance,” he said. “We 
think we can justify new increased 
prices. We have looked at this 
thing on a set basis ” | 

The advertiser today is actually | 
paying less per impression than he | 
did when time costs were lower, | 
he added. 


out | 


65 


good now, he speculated as to what 
will happen when “the advertiser 
and the station get done playing 
leap frog with prices 

“The agencies of America are 
overdue with the answers to tele- 
vision problems and costs,” he said, 
adding that perhaps the powers in 
television are too busy taking in 
business to keep business 

At present, he said, the advertis- 
ing executive spends more time 
fighting off television requests by 
clients than in convincing them to 
use this new medium. However, 
television costs have thrown ad- 
vertising budgets completely out 
of whack 


. 
AM, TV Commercial 
Ban Will Probably 
4 > 

Continue in Britain 

Lonpvon, Jan. 17—Radio and tele- 
vision in Britain is expected to 
continue to operate without adver- 
tising revenue as a result of a re- 
port submitted this week by a gov- 
ernment-appointed committee 

Headed by Lord Beveridge, the 
committee, which began its study 
in June, 1949, recommended that 
the British Broadcasting Corp. re- 
tain its position as a government- 
chartered monopoly with authority 
over all broadcasting and telecast- 
ing in the United Kingdom 


@ The group’s decision relative to 
advertising was not a unanim@is 
one. Seven of the 11 members of 
the committee advocated retentifn 
of the present ban. One memer 
suggested sponsored programs ag a 
| “means of avoiding the dangers @f 
| monopoly.” The three remainifig 
committeemen favored some radio 
| advertising in limited periods “got 
| sacrificing the independence or the 
standards of broadcasting.” 

When BBC's present charter @- 
pires, it was recommended that a 
one should be indefinite 
duration. 

After the cabinet studies the f®- 
port, it will be brought before the 
House of Commons for debate afd 
possible legislative action. 


new of 


Ad Students to Visit N. Y. 


Vincent J. Assalone of the sales 
|} promotion department, Americ@n 
Can Co., has been named genegal 
chairman of “Inside Advertisifg 
Week,” April 1-6, to be sponsoréd 
by the Assn. of Advertising Men, 
New York. The week will see more 
than 50 outstanding college seniors 
who major in advertising brought 
to New York to visit radio and TV 


stations, magazines, newspapers, 

To a statement by Mr. Dannen-| direct mail houses, department 
baum that increased costs are) stores and agencies. The students 
bringing in more cooperatively also will attend a series of lun- 


sponsored programs, Mr. Trenner 
replied, “That is bad for the ad- 
vertisers.” He explained that many 
people had been buying Jell-O be- 
cause of listeners’ gratitude to the 
company for bringing Jack Benny 
to them by radio. The listener grat- 
itude is lost in a cooperative setup, 
he said. 


@ Reading his speech rapidly, 
while seated, Mr. Trenner pointed 
out that agencies have not been 
fast enough on their feet to meet 
television problems. Of course, he 
said, some solutions have been be- 
yond the agency. The agency 
should work for a fair deal for the 
advertiser and should protect its 
clients from “television fever.” 

Speaking of some technical 
phases, Mr. Trenner said the prob- 
lem of the amount of conversation 
and action in television advertising 
should have been solved long ago, 
“considering the cost of the medi- 
um.” 

It was then that he launched his 
attack on prices, by declaring that 
“television is entirely too expen- 
sive in every phase.” 


es Admitting that sales resulting 
from television advertising are 


cheons, dinners and a dinner dance 

Object of the week is to 
“help bridge the gap between text 
book theory and actual practice 
for students preparing for adver- 
tising careers.” 


Larson to Open Art Studio 


Ben Larson, art director of 
Campbell-Mithun, Minneapolis, 
has resigned, effective Feb. 1, to 
enter business for himself. He will 
establish Ben Larson Studio at 
2421 W. 2ist St., Minneapolis, as 
a creative and consultant art serv- 
ice specializing in free-lance com- 
mercial art direction, package de- 
sign and consultation 


Publishes ‘TV Factbook’ 

The 12th edition of “TV Fact- 
book,” published by Martin Codel’s 
Television Digest, 1519 Connecti- 
cut Ave., Washington, contains 
such data as 450 TV program serv- 
ices, and personnel and rates for 
107 TV stations and four net- 
works. The directory is a semi-an- 
nual and sells for $5. 


Watts Names Kerr V. P. 


J. Gordon Kerr has been named 
a vice-president and director of 
Alfred Allen Watts Co., New York, 
printer of business forms. He 
joined the company in 1946 in a 
sales executive capacity. 
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Magazine Revenues Up 4% to Record 
of $430,616,558 in 1950, PIB Reports 


(Continued from Page 1) 


tively 
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1950-1949 Advertising Revenue of Magazines 


(Based on one-time rates) 


As Measured by Publishers’ Information Bureau 
Magazines with * Furnished Figures Directly to AA 


i. teak Atha cet oh e : a Se 1950 1949 % 1950 1949 % 
: This Week Magazine, eighth in Coronet tacked a 71% gain onto | cite $80,265,507 $76,346,727 +5 Coronet 1,060,212 619,246 +71 
, 1949, passed The American the previous year’s 42% increase, | Saturday Evening Post 63,180,611 59,259,119 + 7 Mechanix Iilustrated 1,034,159 924 988 +12 
t Weekly, Collier's and Better raising its dollar volume to $1,060,- | Time 23,793,870 23,777,935 0 *Modern Romances (DMG) 972,432 1,049,586 —7 
Homes & Gardens mp into 212. Others mak 7 200; | Ladies: Home Journai 22,485,163 22,743,526 —1 Cue 920.558 803.410 +15 
— . ae > ~A eo} st thers making gains Of 20% | this Week magazine 20,328,167 16,732.97 +21 WN. Y. Tribune-This Week 763.783 861.789 —ll 
fifth in 1950, with record billings or more include Better Homes & Gardens 19,631,228 16,967,118 +16 *True Romaxce (TSWG) 664.029 memaen in 
of $20,328,167, a whopping 21% Today's Woman, 53%; Living, | Look 17,765,110 15,065,150 +18 Grit 628,648 515.230 +22 
gain over last year’s $16,732,974 40%; Family Circle. 38%: Path- — s Tee - ae = ref + : *Motion Picture (FWG) 602.250 662876 —9 
+ in - . 2 90° z merican Weekly 7,133,291 _- §Screenland Unit 601.408 476.329 +26 
total. Better Homes & Gardens finder, 28 Argosy, Atlantic and | Good Housekeeping 15,373,242 14,883,253 + 3 Living 582.715 415.907 +49 
moved from seventh into sixth Screenland Unit, 26%: Elks Mag- | Woman's Home Companion 11,775,230 11,267,552 +5 Popu'ar Fiction Group 477.654 527.567 —9 
place with a fat 16% increase to azine and Sunset Magazine. both —— 10,154,717 eye + 4 Holland's Magazine 463.551 432.338 +7 
$19,631,228 23°.: Grit, 22% and Forbes, 21° cCalll’s 9.940 858 10,737,228 — 7 Scholastic Magazine 454,173 463,094 = 2 
, , “ _ _ " w=" <©*" Country Gentleman 8,785,551 8,946,640 —2 Boys’ Life 445.598 444,396 0 
; Look, which had been in tenth Farm Journal 8,353,988 7,880,746 +6 onal 438.238 347,981 +26 
tad position for two years in a row, @ In the fashion group (as classi- | Business Week 7.453.266 6,327,338 +18 | §Hiliman Women’s Group 437,974 494.639 —ll 
a despite a gain in 1949 of 24%, fied by PIB) only Glamour show- — a Women’s Group 7 es ae a oe §Ideal Women’s Group 437,141 651,025 —33 
: are . . | Woman's Day 7,138, 6 + *Rad Tel “ 
moved up to seventh last year with! ed an increase. recor ling a gain} puck-the Comic Weekly 7'051 280 7 329.850 bay > eee irror cael - 
another large increase of 18%, of 10% and dollar volume of $2,- | The New Yorker 6,919,672 6,132,418 +13 Flair 380.077 —- = 
3 from $15,065,150 in ‘49 to $17,765,- 474,144. Charm, Harper’s Bazaar, | —- Home 6.607.057 672.368 6+ 2 | Duss Review 371.067 357.765 + 4 
= 110 in ‘50. Collier's, despite a 2% Mademoiselle and Vogue showed wong —~ Li eivniees =a ae gohan 2ages 02.258 oe $ 
gain to $17,397,066, dropped from a decline in ad revenue of 25%, | First 3 Markets Group 5,746,887 4,890,905 +18 | aoe sa — 353,589 327,118 +8 
sixth to eighth 2%, 17% and 7%, respectively. ba a a9 Magazine ry nn oan = ye *Screen Stories (DMG) 353,531 390.302 —9 
4 : The American Weekly slipped The six home service magazines | vam eens 4,337 339 4,212.7 H 3 forees paseo ar rH ee 73 th 
% from fifth to ninth, w ith revenue | made the largest gain of any group, | Esquire 4,262,692 4,173,062 +2 | genier Prom 340.014 567.083 
’ dropping from $18,369,671 in "49 19° with none of the magazines | House a pon peed pe en P- *Movie Story (FWG) 336.491 351.261 —4 
to $17,133,298 last year, a 7% de- | jn the group s! ng a decline in| Prosresswe Farmer : 6s 6 +13 Elks Magazine 276,705 225,853 +23 
, , g p showing a deciine in ° + 
crease, Good Housekeeping! ad revenue. The five publications | (%™™ 4,089.30 4,296,349 = — 5 | *True Experiences (TSWG) 274.025 is 
. - a s ‘ ‘ . rue Story (TSWG) 4,049,767 4,808, 380 — Atlantic 237.759 188.580 +26 
: dropped a notch into tenth place, in the business group made a total | Holiday 4,014,053 3,978,400 +1 *True Love Stories (TSWG) 205,229 = 
“ despite an increase of 3%, with gain of 9%, with only Fortune, | Harper's Bazaar 3,919,660 3,999,175 —2 | Fawcett Screen Unit 178.796 199.176 —10 
> para sa7eoag | Si nah “___’ | Successful Farming 3,794,957 3.600.676 +5 45.14 178.198 —19 
ataings inst you bed aegis down 5%, showing a loss in rev- | Cosmopotitan 3,788,458 4.106844 — 8 - 142.057 582.856 —76 
< compared to the prece ding year’s enue | Seventeen 3.558.801 3.500.445 +2 *Ideal Romance Group 141.697 149.275 —5 
he total of $14,883,253 | Mademorselle 3,171,563 3,802,767 —17 | §Ideal Movie Group 92.864 107.817 —14 
3 " . | Household 3,086,932 2.708.053 +14 SHillman Movie Grow 88.753 96.800 =x § 
~ = | - a 3 a p 
é @ While Look, for the second con- Chase Named Wilson Aide U. S. News & World Report 3,086 315 2.983 739 + 3 Personal Romances (IWG) 34,116 82.693 58 
yA W. Howard Chase, director of | American Magazine 3,054,472 3,515,314 —13 *Intimate Romances (IWG) 4.434 5.153 —13 
A Becutive year, recorded the largest : a | House & Garden 2,959,771 2.945.130 0 | 4 
= 2 public relations for General Foods = z Movie Life (1WG) 3,381 1,941 +7 
~ @ollar gain—$2,700,000 in 1950 and Fieen hes ted Glee inted assist-| Capper's Farmer 2.776.724 2,645,675 + 5 | *Movie Stars Parade (IWG) 1.216 446 +172 
a $2 800,000 in 1949—several maga- ND. Ras Dern oP ‘ty, | Fawcett Women's Group 2,662,222 2.922.019 —9 NOTE: Publications belonging to groups are shown separately, in order by 
 -§ a . | yectyng! : ; on ph ~ et ant to € nar les E. Wilson in Wash- | national Geographic 2.646.835 2.446.623 + 8 advertising volume. (FWG) following a publication means Fawcett Women's 
2% Sines made larger percentage ane. ington where he will advise the Of- | Popular Mechanics 2.535.936 2.687.769 _ Group; (TSWG) means True Story Women's Group: (DMG) designates 
ee One of the biggest was recorded fice of Defense Mobilization on in-| Det! Modern Group 2,498,795 2.585,826 — 3 Dell Modern Group. Figures for each publication in these three groups 
<a by Harper's Magazine, which formation policy. On temporary }——- ope poe a foe lg include revenue carried by the group as a whole PLUS additional revenue 
a . mR Rey Aa 7 *F since September » | Popular Science 6 - : ation. res f blications in the Ideal Women’s 
wed ; 6% “ase as loan from GF since September, Mr. | f carried by that publication. Figures for pu 
; gho ntypel Alien } maretee Orr ae Chase has when serving as sci Sage {Farm & Ranch-So. Agricul- Group (IWG) include ONLY revenue carried by that publication, and NOT 
: | ear, principally because of a fat t ' Ww 1! H m4 i ninis turist 2.205.717 1,666,704 _ revenue carried for the group as a whole 
a Gentennial issue in October — > f 1 ne N teen’ Pp — tuct #9 cerned 2.180.298 1,701,982 +28 | Only advertising appearing in all magazines in these groups is itemized 
" j Two publications in the Ideal Favor < ne na — | Sunset Magazine 2 022 889 1.643.267 +23 NOTE: In space descriptions for group advertising a full-page advertisement 
- ; . ss . , Authority, and Charles Sawyer, | Today's Woman 1,840,527 1,202,732 +53 is reported as only one page, even though it appears in all publications of 
1 : ‘ a Grow Movie Stars Pa- «© rc 7 
ee w mens Group, e€ oars Secretary of Commerce. He is ex- | Sports Afieid 1,774,084 1,822,261 —3 that group. All other advertising is credited to the particular publication 
> tale fade and Movie Life. reported pect i to return to his GF post | Field & Stream 1,744,028 1,739,457 0 in which the ad actually appeared 
— f 172 i7 < } iof F : True Confessions (FWG) 1.723.481 1,893,498 8 NOTE: Ont t I edit f t lyzed 
“ ins ol iZ2% and 74‘ respec- gbout the end o ebruary = — ‘ nly national editions of newspaper magazine sections are analyzed. 
R: 5 g ‘ boy Life oe — a +1 +1950 figures for True Story Women’s Group and True Story not com- 
e > - apes SS ee 558.68 9.626 +7 parable with 1949 because of the combination of Macfadden Women's 
" oe > inne | Charm 1.639, 365 2.182.000 —25 Group and True Story to form the new group—TSWG. Figures in 1949 
a N. Y. Sunday Mirror columns are those of Macfadden Women’s Group and True Story as a 
E « ' | Magazine ee ee eg ep atiin 
eo Photoplay (TSWG) 1.541.120 — tEffective January, 1950. Southern Agriculturist and Farm & Ranch com- 
: : Keep Your Eyes On Charleston . Redbook eden 1,433,271 1,467,128 —2 bine, 1950 “sie are not siesta with 1949 Figures in 1949 column 
Fe | Nation's Business 1.323.152 1.238.288 +7 are for Southern Agriculturist as a separate magazine 
4 ; American Legion Magazine 1,257,810 1.184.086 + 6 tEffective August, publication suspended 
a ' PO RT re) F C H A R L & STO N Modern Screen (DMG) 1,107,389 1,145,938 —3 No December issue in 1950 
Ae - 
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4 M l D lin Putman Publishing Co., 737 N. | Hitrec Joins Vladimir 
4 CONTINUES INCREASE : re ae e terra mye Rig Bg ge ope gon ye 
4 ri. 4 . y , wv . . . 
aa et or 000 ‘ " Viadimir & Co., New York, as cre- 
. . ‘ ° re) T k | $ 7 Appoints Linde Agency ative account executive. Mr. Hitrec 
a T | 195 The Finnish National Travel Of- has worked with D. J. Keymer Co., 
te ; j Shipping ota in oo Putman Ad Awards fice, previously a direct advertiser,| London and India, and was man- 
a Cuicaco, Jan. 17--A 16-page has named Victor van der Linde ager of the Bombay branch for 
eo Tremendous Jump | folder giving complete details on Co., New York, as its agency. many years. 
foie the Putman Award for 1951, con-_ —————-—_ ————— 
¢ | | tributed by Putman Publishing 
‘ Charleston's shipping in 1950 took a tremendous | | Co. and conducted by the National 
j | | Industrial Advertisers Assn., has 
jump as is indicated by the annual report of James | | been published. Copies are avail- 
. a able from Putman and the NIAA. 
D. Lucas, port warden. During last year 738 ships The award is the fourth annual, 
offering $2,000 “for the best use 
s | g $ 
with a net tonnage of 3,129,766 entered and | | of industrial advertising and the ee PONTIAC 
P : | best documentation of such use... 
oy cleared the port, compared with 616 with a net ies Ghali inane affection the sol. produces better quality elec- 
3 . ing of products or services to in- trotypes and nickeltypes so 
in 1949. os ; . = 
tonnage of 2,425,679 dustry. essential for quality printing. 
5 Winner of first place carries 
. P with it a cash award of $1,000 to 
. Of those entering Charleston harbor 44 ships and the advertiser, plus a citation, and BUYERS KNOW eee PONTIAC 
‘ $500 to the agency, plus a citation. uses the proper molding medium employ- 
seven barges flew the United States flag and 287 The afetienr Gian mene ing vinylite, tenalite, tenaplate or lead 
ships were under foreign flags. United States flag award gets $500 and a citation, and according to the requirements of the job. 
his agency gets a citation. In all 
tonnage was 2,176,719 and foreign tonnage, aeeken the Mens — are made to you SH OULD KNOW eee 
designated Individuals. . . ts: 
44 8 the basic engraving, composition and 
i i i Deadline for entries is May 1, me 
953,047. In 1949, 378 United States ships had a ana ae mas te te ¢, lockup standards for obtaining the best 
tonnage of 1,775,552 and 238 foreign ships, nounced at the NIAA national con- duplicate Printing plates. 
ference in New York in June. 
, : 
@ Judging will be done by a com- for the booklet “Basic Requirements for 
mittee of five or more top man- Electrotypes”. 
(From news item in the NEWS AND agement men to be selected by the 
: 1951 awards administrative com- 
1 J . 
COURIER of Friday, Jenvary 12, 1951 sitios. of which Richard W, Der. UNIFIED SERVICES arr. pHotocrapHy « TYPOGRAPHY 


row, Glenn L. Martin Co., Balti- 
more, is chairman. 

Previous competitions have de- 
veloped 72 entries documenting in- 
dustrial advertising use and its re- 
sults, and these extensive case his- 
tories in industrial marketing are 
maintained in a special Putman 
Award Library at the offices of | 


COLOR PROCESS + PHOTOENGRAVING + ELECTROTYPING 
ENGRAVING & 


PONTIA ELECTROTYPE CO. 


812 West Van Buren Street ° Chicago 7, Illinois 
HONE 1000 


THE CHARLESTON EVENING POST 


News and Courier 
CHARLESTON, SOUTH CAROLINA 
THE JOHN BUDD CO 
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Mack, Former Pepsi 
Chairman, Heads 
Phoenix Industries 


New York, Jan. 17—Walter S. 
Mack Jr., who recently resigned 
as chairman of the board of Pepsi- 
Cola Co., has been named president 
of the newly formed Phoenix In- 
dustries Corp. 

There will be no public financ- 
ing of the company, which was set 
up by a group of industrialists and 
bankers, Mr. Mack announced. In 
addition to Mr. Mack, its officers 
include Richard Weininger, vice- 
president, formerly director of 
Western Securities Corp., London, 
and Albert Fink Milton, treasurer, 
who is resigning from Equity Corp. 
to accept the position. 


@ Mr. Mack explained that Phoe- 
nix Corp. will operate in the “in- 
dustrial and merchandising field 
either directly or through majority 
owned subsidiaries. It will be the 
policy of Phoenix to be interested 
in special situations in which there 
exist good prospects by providing 
management, financing, develop- 
ment and reorganization. 

“I want to emphasize,” he added, 
“that Phoenix will not be a so- 
called investment trust or invest- 
ment company such as would be 
subject to the Investment Compa- 
ny Act of 1940, but will retain its 
character as an industrial operat- 
ing company engaged in business, 
directly or through subsidiaries in 
such fieids as from time to time 
appear advantageous. 

“The main philosophy of Phoe- 
nix will be to invest in selected 
companies or businesses, to devel- 
op them, aid them by suitable priv- 
ate or public financing, and after 
they are running properly, sell, 
merge or consolidate ihem into 
larger units.” 


Great Books Promotes Two 


Wilbur C. Munnecke, president 
of Great Books Foundation, Chi- 
cago, has been named chairman of 
the board of directors, succeeding 
Robert M. Hutchins, who has re- 
signed to become associate director 
of Ford Foundation. Mr. Munnecke 
also was recently appointed busi- 
ness manager of the Chicago Sun- 
Times. Charles F. Strubbe Jr., 
vice-president and program direc- 
tor of Great Books, has been named 
president, succeeding Mr. Mun- 
necke. 


Launches Drug Campaign 


First pharmaceuticals created to 
deal exclusively with health prob- 
lems of the aged and aging are be- 
ing distributed through New York 
drug stores beginning Wednesday, 
Jan. 17, by Bobst Pharmacal Co. 
Distribution in Los Angeles and 
San Francisco will follow shortly. 
The products are Vimone, Theo- 
nitral, Gelazyme, Cellusena, Theo- 
lipo and Acetycol. Murray Breese 
Associates, New York, is the Bobst 
agency. 


Fratex Fashions to Bow | 

Kudner Agency, New York, will 
take a four-color, two-thirds page 
ad in the March Good Housekeep- 
ing to introduce Fratex Fashions, 
a Goodyear Vinylfilm product 
made by Plastic Film Products 
Corp., New York. Another Vinyl- 
film promotion is scheduled for 
April and, tentatively, for May, in 
the same publication. Trade pro- 
motion is now in progress. 


Karpen Promotes Adams 

Herbert N. Adams, assistant 
sales manager and advertising 
manager of S. Karpen & Bros., 
Chicago, has been named general 
sales manager of the Karpen fur- 
niture divisions, effective Feb. 1. 
He succeeds C. L. Weil, who has re- 
signed to become president of Mea- 
dox Sales Co. Mr. Adams also will 
continue as advertising manager of 
the company. 


Atkinson to Harnischfeger 

W. H. Atkinson has been ap- 
pointed sales manager of Harn- 
ischfeger Corp., house division, 


COME SPRING—Swift & Co. opens the 
season for its plant food, Vigoro, with 
this magazine page in color. Swift's other 
gorden products, End-o-Pest and End-o- 
Weed, also are promoted in the ad. 


Port Washington, Wis. He was for- 
merly with Per-Fit Products Corp., 


a subsidiary of Spickelmier Co. 


Following purchase of the Ore- 
gonian, Portland, Ore., by Samuel 


I. Newhouse, there have been ru- 
mors that the Portland Journal 
might also be sold to him. To 
scotch the rumors, P. L. Jackson, 
publisher of the Journal, included 
the following sentence in his year- 
end message to employes: 

“I assure you that there will be 
no change in the management of 
the Journal.” 

. e . 

Libby, McNeill & Libby is talk- 
ing to agencies with a view to 
naming two new ones—one for 
pineapple juice and one for its new 
frozen food line. J. Walter Thomp- 
son Co., which has handled the ac- 
count for more than 40 years, will 
continue with the bulk of the ac- 
count. The only other agency Lib- 
by has ever had was Needham, 
Louis & Brorby, which handled the 


Libby baby food line from 1934 to 
1940. 
a . . 

Agitation is again developing in 
the Florida fruit industry to stamp 
“Florida” on top grades of fresh 
fruit, to take advantage of the pro- 
motion campaigns of the Florida 
Citrus Commission and others 
which plug Florida products. Some 
concrete suggestion along this line 
will probably be presented to the 
state legislature when it meets in 
April. 

e e o 

Dale O’Brien, who left Encyclo- 
paedia Britannica about two years 
ago to form his own public rela- 
tions organization and last sum- 
mer merged with the Chicago or- 
ganization of Howard G. Mayer 
& Associates, has announced May- 
er’s appointment to handle public 
relations for Britannica. EB adver- 


tising is handled by Wade Adver- 
tising Agency 
e om ” 
Among the media men and other 
“experts” who spoke at the mid- 
winter conference of the Adver- 
tising Assn. of the West in Phoenix 
a week ago was Arizona's Gover- 
nor Howard Pyle. Gov. Pyle, who 
took office Jan. 1, was program 
director and chief broadcaster for 
Station KTAR, Phoenix, before his 
election 


Cooley Rejoins Kling 

Bill Cooley, formerly in charge 
of Kling Studios in New York and 
representative of many New York 
artists, has rejoined the Chicago 
Kling Studios to handle sales out- 
side the Chicago area 


From your color transparencies 
of artwork — 


RABBIT COLOR PRINTS 


Very short run, 10 to 200, full color 
—m from postcard size to 16” 
20” for sales promotion. 
displ ays, etc. at budget prices 
dye transfer process. Te 
mum order. 7 day service. Write for 
THOM . NOBLE ASSOCIATE 


Murrey Hill 6-009) 


270 Pork Avenue, #.Y.C., 


Everybody wants to know... 


on tees = 


was horn... got married... passed away 
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And where do you find out? Only in your newspaper, naturally! 


This is just one 
newspapers play in all our lives. 


The alert advertiser takes full advantage of this heavy readership. 


Because the alert advertiser knows that reading newspapers thoroughly, 
is as American as corn on the cob, and the 


NO OTHER MEDIUM IS AS INDISPENSABLE to readers as are newspapers. 
No other medium penetrates markets as deeply as newspapers. 


Remember the people of America Buy and thoroughly read 52,845,551 


newspapers every day. 


way of proving the vitally important role that the 


World Series. 


Published in the interest of all newspapers by 


Moloney, Regan & Schmitt 


NEWSPAPER REPRESENTATIVES SINCE 1900 


New York ¢ Chicago * Philadelphia 


Boston © Detroit « Los Angeles * San Francisco * Seattle 
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Gruen Watch Co. 
Plans Largest Ad 
Budget in Its History 


(Continued from Page 1) 
details of the magazine list have 
not yet been settled. 

This year, the company will de- 
vote more attention to its dealer 
aid material. Bernard M. Kliman, 
Gruen advertising director, says 
that “our expanded dealer help 
program for 1951 includes a larger- 
than-ever selection of motion dis- 
plays, clocks, signs, newspaper 
mats, direct mail material of all 
kinds and 44 films for television 


THE LETTER SHOP, Inc. 


431 S. Dearborn St Chieage 5.Mlinvis 


and movie theater advertising.” 

Joseph McKeown, formerly with 
the sales promotion department of 
Kroger Co., wil] travel throughout 
the country for Gruen demonstrat- 
ing proper use of all dealer and co- 
op advertising material. 


FTC COMPLAINTS CITE 
GRUEN, ELGIN WATCH 

WASHINGTON, Jan. 16— The Fed- 
eral Trade Commission yesterday 
issued complaints against Gruen 
Watch Co. and Elgin National 
Watch Co. charging that their ad- 
vertising allowance plans give pro- 
gressively higher returns to large 
customers. 

The two new cases are similar 
to the FTC’s recent action against 
Bulova Watch Co. (AA, Dec. 23). 


Marshall Larson Promoted 

Marshall Larson has been pro- 
moted from advertising manager 
to sales manager of the jobber di-| 
vision of Nutting Truck & Caster 
Co., Minneapolis. William Patton, | 
Mr. Larson’s assistant, takes the 
post of advertising manager. 


oor 


ee, 


: 
and 8 P.M. than any other 
; aie 
BALTIMORE RADIO STATION — 
Again and again we've proved it— 
; WFBR is Baltimore's Best Buy for 


TOP-RATED or 2x PLACE 
quarter hours between 6 A.M. 


Summons Issued — 
to ‘Digest’ in 
Dolcin Action 


New York, Jan. 18—Dolcin 
Corp. has announced the serving 
on Reader's Digest of a summons 
in a $2,500,000 libel suit growing 
out of an article which appeared 
in the January issue of the maga- 
zine (AA, Jan. 1). 

Victor van der Linde, Dolcin 
president, said the action would 
be brought in federal court, south- 
ern district of New York. 

“It is amazing,” he said, “that 
a publication with the supposed 
editorial ‘know how’ of Reader’s 
Digest should irresponsibly attack 
a proved, safe, clinically-tested 
medication such as Dolcin by pub- 
lishing an obviously prejudiced 
article without having made any 


; attempt to verify the truth of the 


allegations by giving Dolcin Corp. 
an opportunity to present its facts 
to the magazine.” 


e In an article entitled “Those 
Million Dollar Aspirins,” the Di- 
gest assailed Dolcin and nine other 
products for “sensational and un- 
scrupulous advertising” of new 
“wonder drugs” which the maga- 
zine claimed actually contain “as- 
pirin or some equally common 
pain killer.” 

Terming the article an “unwar- 
ranted, scurrilous attack” which | 
gave readers “a garbled conglom- | 
eration of misinformation,” Mr. 
van der Linde declared: “More| 


sales-minded advertisers! The headline 


tells its own story. 


For amplification, 


explanation and demonstration, ask your 
John Blair man—or in Baltimore, call 
for a WFBR salesman! 


Naturally, WFBR-built shows like Club 
1300, Morning in Maryland, It's Fun 


to Cook, Nelson 


Baker Show and 


others have a lot to do with that ARB 
report. Ask about them, too! 


* Monday thru Friday, Oct.-Nov. 1950 ARB Report 


ABC BASIC NETWORK @ 5000 WATTS IN BALTIMORE, MD. 


REPRESENTED NATIONALLY BY 


(A SR 


JOHN BLAIR & COMPANY 


| mission and the American Medical 


than once the medical profession | 
has felt it necessary to repudiate 
statements on health and medicine 


| which have appeared in Reader's 


Digest.” 


| 
@ The Digest told AA today that 
the controversial article had been | 
submitted prior to publication to 
the Pure Food and Drug Adminis- 
tration, the Federal Trade Com- 


Assn., and that none of these agen- 
cies took any exception to it. 
Therefore, the spokesman said, 
“We don’t feel especially worried 
over the situation.” 

Mr. van der Linde said that 
Dolcin “has never been advertised 
‘sensationally’ as a ‘wonder drug’ 
or ‘miracle drug’ as Reader's Di- 
gest suggests. On the contrary, our 
literature states: ‘Dolcin is not a 
miracle drug; in all the world 


| there is no known sovereign drug 


which “cures” arthritis and rheu- 
matism. But Dolcin is an honest 
product which usually brings 
prompt, long-lasting relief from 
pain and discomfort to sufferers 
from arthritis and rheumatism.’” | 


s According to Mr. van der Linde, 
Dolcin “does contain a proportion 
of aspirin, but there is a decided 
difference between plain aspirin 
and Dolcin. That there is an im- 
portant difference between plain 
aspirin and the Dolcin formula 
was recognized by the U. S. Patent 
Office in issuing our patent based 
upon the succinate-salicylate com- 
bination in the Dolcin formula.” 
He asserted that Dolcin “shall 
not modify its conservatively 
worded advertising except to do 
even more of it than in the past.” 


ANAHIST ADS ‘TIE IN’ 

WITH ‘DIGEST’ STORY 
New York, Jan. 18—On Jan. 24, 
the day after the February issue 
of Reader's Digest hits the news- 
stands with its second story on 
antihistamines, devoted to Anahist, 
the Anahist Co. will break 400-, 
600- and 1,000-line ads in 241 
newspapers in 217 cities announc- 
ing that “Reader’s Digest confirms 
| its original report on Anahist.” 
| Foote, Cone & Belding is the agen- 


IT'S ‘THE THING’—Gilbert A. Starr, account executive at Chombers & Wiswell 
(left), won the door prize—a hamper of assorted liqueurs—at the Christmas Frolic 
of the Radio Executives Club of Boston, but to get it, he had to deal with the 


camouflage representing “The Thing.” 


Presenting the prize is Harold E. Fellows, 


general manager of WEE! and president of the club. 


cy. 

In addition to newspaper space, 
Anahist will use new postings of 
car cards in 50 market areas, and 
spot radio announcements in 110 
markets. Special point of purchase 
material will be mailed to 55,000 
druggists starting next week. Mag- 
azine copy will be changed, also, 
as early as practicable to tie in the 
Reader's Digest article with Ana- 
hist advertising. 

The second newspaper head to 
be used in the same papers on the 
company’s regular advertising pro- 
gram will stress that the forthcom- 
ing Reader's Digest article is the 
second endorsement it has given 
Anahist. In addition to media men- 
tioned, Anahist is also using This 
Week Magazine and Parade and 
Western Newspaper Union supple- 
ments. 


Grey Advertising Agency 
Names Mrs. Goldin V. P. 


Mrs. Florence 
Goldin has 
been named a 
vice-president of 
Grey Advertising 
Agency, New 
York. She joined 
the agency 11 
years ago as 
counselor for its 
home furnish- 
ings, cosmetics 
and fashion ac- 
counts. 

Prior to joining 
Grey, Mrs. Goldin was with Lord 
& Taylor, Saks Fifth Ave. and R. 
H. Macy & Co. 


Florence Goldin 


Court Questions 
Minneapolis Ban 
on Transit Radio 


MINNEAPOLIS, Jan. 19—The city 
of Minneapolis must prove its ban 
against radio advertising in street- 
cars and buses is not “unreason- 
able” (AA, Nov. 20), Judge Levi 
M. Hall ruled in Hennepin County 
district court here. The city had 
argued it has the right to “stop 
the music,” regardless of reason. 

Judge Hall’s opinion was given 
when he overruled the city’s de- 
murrer—a claim that there is no 
cause for action—to a suit to pre- 
vent the ban from becoming effec- 
tive. 

Suit was brought by Broadcast- 
ing Services Inc., which currently 
channels radio music and adver- 
tising through loudspeakers in- 
stalled in more than 300 buses and 
streetcars. It is in the form of a re- 
quest for a temporary injunction. 

“I am unable to perceive how 
the broadcast of aural advertising 
would in any manner affect the 


operation” of the transit firm’s 
vehicles, the judge said in his 
order. 


Killoran Joins Fred Meyer 

Rollin Killoran has resigned as 
Portland, Ore., manager of Edward 
S. Kellogg Co., advertising agency, 
to become sales promotion director 
of Fred Meyer stores in Oregon. 
Ear! Hunt, Mr. Killoran’s associate, 
has been named to succeed him. 


Star Salesmen 


IMPACT. Quick as you've seen this 
Outdoor Panel, you've read it. 
And you'll find it hard to forget! 
Since it’s brief, colorful and to the 
point, panel technique carries your 
advertising message with terrific 
force. Put GOA Impact to work 


for you today! General Outdoor 
Advertising Co., 515 S. Loomis 
St., Chicago 7, Illinois. 


leading cities 
and towns 
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Uncertainty Marks 
Appliance, Radio 
Dealers Meeting 


Cuicaco, Jan. 17—Uppermost in| 
the minds of retailers attending the | 
National Appliance & Radio Deal- 
ers Assn. annual convention at the 
Stevens Hotel here this week is 
apprehension over the current 
television supply and sales situa- 
tion. 

Despite the fact that dealers are 
tending to be optimistic over first 
quarter TV sales in 1951, concern 
was voiced by retailers with ab- 
normally high inventories. These 
result in part from stockpiling in 
the face of shortages, and partly 
from substantial declines in Christ- 
mas sales following the upsurge 
in consumer buying conditioned by 
the Korean crisis and the imposi- 
tion of credit regulations last fall. 

Adding to dealer anxiety is the 
fear of price cutting by retailers 
who over-extended their credit and 
may be forced to reduce enlarged 
inventories. 


| 
| 
| 
} 
| 


es Joseph B. Elliott, vice-president 
in charge of consumer products, 
Radio Corp. of America, told the 
dealers Monday that they should} 
prepare themselves for merchan- | 
dise shortages in the near future. 
“There is no prospect for busi- 
ness as usual,” he said, adding that | 


ipate production beyond the first | 


| publishers of Newsweek are expected to be concluded during the com- 


Last Minute News Flashes | 


Page Ads Announce Gulf Entry into Chicago Market 


PrirrssuRGH, Jan. 19—Gulf Oil Co. moved into the Chicago market this 


| week, following appointment of Hartigan Oil Co. there as its dis- 


tributor, with full-page ads yesterday in all Chicago newspapers which 
will be repeated once more within two weeks. Gulf also will move into 
Chicago Feb. 1 with its new radio show, “Counter Spy,” Thursdays at 
9:30 p.m. over NBC. Young & Rubicam, New York, is the agency. 


Robert Jones Joins Marschalk & Pratt 


New York, Jan. 19—Robert H. Jones, formerly head of Robert Hay- 
don Jones Associates, marketing specialist, and vice-president in| 
charge of the Boston office of Alley & Richards, has joined Marschalk 
& Pratt in a contact capacity on the Esso Standard Oil Co. account. 


Walker Leaves CCA to Join Parker Pen 


New York, Jan. 19—Robert W. Walker, assistant managing director 
of Controlled Circulation Audit since 1946, has resigned, effective Jan. 
23, to become a sales representative for Parker Pen Co. in metropolitan 
Boston and adjacent territory. No successor for him has been named 
by CCA. 


Hillman Is Expected to Get ‘People Today’ 


New York, Jan. 19—Negotiations for the sale of People Today by the 


ing week, probably to Hillman Periodicals. Paper procurement prob- | 
lems are reportedly responsible for prolonging negotiations. People | 
Today appeared on newsstands in test cities last June as a pocket- 
size, 10¢ fortnightly (AA, June, 1950). | 


Zenith to ‘Jitter' Sound: Other Late News 


e Zenith Radio Corp. will shortly begin to scramble the sound part of | 
the signal in its Phonevision test in Chicago. 


e Hawaii Visitors Bureau, Honolulu, will spend an estimated $350,- 
000 on 1951 advertising, an increase of more than $100,000 over 1950. 
Holst & Cummings, Honolulu, HVB’s agency, has scheduled color and 
b&w insertions for the coming year. | 


e New subscribers to the complete Videodex TV ratings are General | 


- 
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CANADA DRY—This floor display, includ. | 
ing @ life-size cutout of Mary Hartline, | 
the Canado Dry girl, will be featured in 
color page ads in Look, The Saturday Eve- 
ning Post, Sunday magazine sections and 
newspapers, os part of February and 
March promotion of the product. J. M 
Mathes Inc. is the agency. 


American Newsprint 
Making Hit Peak in 
‘50, ANPA Reports 


New York, Jan. 18—Newsprint 
production and consumption fig- 
ures for 1950, released today by 


manufacturers are unable to antic-| Piectric Co., Ruthrauff & Ryan and Doherty, Clifford & Schenfield,|the American Newspaper Pub-| 


quarter of the year. 


Mr. Elliott urged the retailers to! 
extend their phonograph record | 
business, adding that record sales 
should promise good volume even 
in a period of war shortages. | 

Retailers also were urged to go! 
along with manufacturers seeking | 
to standardize models and tube! 
sizes. Dealers, he said, also might 
do well by exploring methods of 
financing their inventories. | 


@ Mort Farr, newly elected presi- 
dent of the association, told AA 
that he has been urging dealers 
to spend 5% of their gross income 
on advertising. Mr. Farr, whose 
small radio, TV and appliance 
store in Upper Darby, Pa., on the 
outskirts of Philadelphia, grossed 
more than $1,000,000 last year, has 
consistently used various media in 
past years. 

His current expenditures ap- 
proximate $50,000 a year, and in- 
clude a weekly TV children’s pro- 
gram over WCAU-TV, Philadel- 
phia, a half-hour daily nightclub! 
interview show, cooperative news- | 
paper ads, outdoor (including 
seven permanent locations), spot 
announcements and car cards. Ed 
Shapiro Advertising, Philadelphia, 
handles Mr. Farr’s account. 

Walter L. Stickel, national sales 
manager, receiver sales division of 
Allen B. DuMont Laboratories Inc., 
speaking at a panel session on TV 
merchandising Wednesday after- 
noon, predicted that more than 
90% of the 1,160,000 television re- 
ceivers sold in this country during 
1946-47-48 will be replaced dur- 
ing 1951. 


Adds Merchandising Feature 


Metro Department Store Service, 
advertising mat service published 
by Metro Associated Services Inc., 
New York, has added a new mer- 
chandising feature called the Key 
to Authentic Advertising. The fea- 
ture furnishes buyers and adver- 
tising departments with an illus- 
trated sources check list of in- 
formation on fashion chosen for 
inclusion in concurrent issues of 
the mat service. 


1950 Network Charges Told 


Network radio gross time charges 
in 1950 totaled $183,358,922, com- 
pared with $187,800,329 in 1949, 
Publishers Information Bureau re- 
ports. For netwerk TV the total 
for ABC, CBS and NBC came to 
$40,453,878; in 1949 the total was 


Jay & Graham Research has announced. | 


e Harold J. Colton, who joined Pabst Sales Co., Chicago, as sales pro- | 
motion manager last June, has been named head of Pabst’s merchan- 
dising and planning division. 


e Frazer Illinois Compost Corp., Chicago, headed by Joseph W. Frazer, 
former auto magnate, has placed its account with Grant Advertising, 
Chicago. The company, which produces organic fertilizer, is now con- 
centrating on the golf course, greenhouse and garden markets, but 
plans to expind capacity to serve the farm field. 


e@ John A. Blum, formerly on the executive staff of R. H. Macy & Co., 
has been appointed assistant to Jervis J. Babb, president of Lever Bros. 
Co. 


es John Sasso, industrial production editor of Business Week since 1946, 
will move to Fred Wittner Advertising, New York, on Feb. 1, as ex- 
ecutive assistant to Mr. Wittner. 


e Beginning in May, Beattie Mfg. Co., New York, will use 4-color 
pages in Better Homes & Gardens, Good Housekeeping, Guide for the 
Bride, House & Garden, House Beautiful and Living for Young Home- 
makers for its line of blended carpets. Several business publications 
also will be used. Robert P. Grady Co. handles the account. 


e@ The Daily Worker, New York Communist newspaper, may be forced 
to suspend because of dwindling circulation. A front-page editorial 
Jan. 19 declared: “The total circulation of the Daily Worker is now 
below 14,000; the Sunday Worker is below 50,000, with 28,000 sub- 
scription expirations falling due within the next few months.” New 
York newsstand dealers recently voted to ban sale of the Communist 
daily. 

@ Quaker Oats Co., Chicago, will tie in with Vaughan’s Seed Stores, 
Chicago and New York, by offering flower seeds and gladiolus bulbs as 
premiums on the Roy Rogers show (MBS, 6-6:30 p.m., EST) for four 
Sundays, starting Jan. 21. Ads also are scheduled in Puck—the Comic 
Weekly and Metropolitan Sunday Comics Group, plus several other 
comics sections, on either Jan. 28 or Feb. 4. Sherman & Marquette, 
Chicago, is handling the campaign. 


has announced, however, that he 
will not permit the sale of beer 


Heurich Brewing Co. 


lishers Assn., show over-all North | 
American production for the year | 
up 3.4% over "49, and consumption | 
by U.S. newspapers up 6.7% over | 
"49. 

North American production of 
newsprint in 1950 attained a new | 
all-time peak of 6,282,182 tons, of | 
which 5,278,585 tons were made in| 
Canada and 1,003,597 tons in the | 
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Silver Quill 
Award of NBP 
Goes to Wooton 


WASHINGTON, Jan. 19—-The new 
Silver Quill award of National 
Business Publications was pre- 
sented tonight to Paul Wooton, of 
Chilton Publications, chairman of 
the Society of Business Paper Edi- 
tors, at a dinner attended by about 
500 government and industry of- 
ficials. 

The presentation was made by 
President Truman. 

The award was made at the end 
of a one-day meeting of the So- 
ciety of Business Magazine Editors, 
attended by about 100 members. 


| During the day, the society met 


with government officials, includ- 
ing Munitions Board Chairman 
John Small and Price Administra- 
tor Michael DiSalle. William Henry 
Harrison, administrator of the De- 
fense Production Administration, 
was the main speaker at the 
awards dinner. 


@ On Wednesday and Thursday 
more than 100 members of the Na- 
tional Conference of Business Pa- 
per Editors were here for a two 
day off-the-record program stud- 
ded with most of the influential 
figures in the mobilization pictufe. 

The Silver Quill is to be givén 
annually “to that person from bus- 
iness, industry or the professions, 
government or Congress or ally 
other walk of life who has rea- 
dered outstandingly meritoriogs 
service in behalf of the busines 
press.” 

The award to Mr. Wooton was in 


U.S. ANPA savs. The Canadian | recognition of 30 years of serviée 
output was 102,258 tons or 2% , here, where he was instrumental 
greater than in ‘49, while U.S | in arranging periodic meetings be- 
production was 104,069 tons or tween business paper editors atid 
11.6% more, making a total con- government officials. The meetings 
tinental increase of 206,327 tons or | have continued without interrup- 
3.4% above 1949. tion since the Wilson administr@- 


| tion. 
FOR GOVERNMENT PAPER Pittsburghers Fete 


New York, Jan. 18—Local mill Bennett Chapple Jr. > 


representatives and paper dealers, 
expect a government directive) PuirrspurcH, Jan. 19—Bennett 
within the next few weeks order-|Chapple Jr. U. S. Steel Corgp., 
ing paper manufacturers to set| president of the National Indug- 
aside a percentage of their pro-| trial Advertisers Assn., was hon- 
duction for government use. It is’ ored last night at a dinner at which 
believed here that the expected| he was presented with a plaque 
set-aside order will direct manu-|by the Industrial Advertising 
facturers to hold out 7% to 10% | Council of Pittsburgh, paying trib- 
of their production for defense use.| ute to his achievements in the in- 
Selling agents for Canadian | dustrial advertising and market- 
newsprint mills expect cuts in| ing field. 
shipments. Some customers already! Honored at the same time was 
have been advised by a few mills| Bennett Chapple Sr., Armco Steel 
of a cut in tonnage for the first|Corp., Middletown, O., who was 


| quarter of this year below contract | president of the NIAA 25 years 


figures based on a graduated scale. | ago. The plaque was presented to 
Further cuts are apprehended for|Mr. Chapple Jr. by Keith J 


Buys AM. TV Rights 
to Senators Games 


WASHINGTON, Jan. 17—Broadcast 
and TV rights to Washington Sen- 
ators baseball games were bought 
by Christian Heurich Brewing Co. 
today for two years at a figure re- 
ported to be $125,000 a year. 

This would be an increase of 
$15,000 over the sum paid by Chest- 
erfield for exclusive rights to the 
Senators’ 1950 games. Moreover, 
the contract includes TV rights to 
only 21 home games, compared 
with 77 telecast last year. 


se The package deal authorizes the 
brewing company to broadcast the 
team’s 154 home and away games 
on WWDC, and telecast 21 home 
games over WTTG (DuMont). In 
addition, the company has exclu- 
sive rights to outdoor boards in the 
park, to advertise its Old George- 


only $12,294,513, including $955,- 
525 on the DuMont network. 


town beer. 
Clark Griffith of the Senators 


in the park. 

A regional network of a dozen 
or more stations will be built 
around WWDC to carry the Sena- 
tors’ daytime games into neighbor- 
ing states. The brewing company 
announced that it may permit an- 
other advertiser in a non-competi- 
tive field to share sponsorship of 
the radio broadcasts. 

Henry J. Kaufman & Associates 
is the agency for Heurich. 


Marketers Change Name 


Gould, Brown & Sumney, Chica- 
go marketing consultant, will 
change its name, effective Feb. 1, 
to Gould, Gleiss & Benn Inc. The 
change will be made in order that 
the corporate title will include the 
names of the executives who have 
been in charge during the past 
three years. 


Joins Kenyon & Eckhardt 
Werner Michel, former CBS-TV 

producer, has been added to the 

radio-TV production staff of Ken- 


| yon & Eckhardt, New York. 


the second quarter. 


|@ U.S. producers of pulp paper | 
and paperboard have been asked | 
by the Economic Stabilization) 
Agency to give the ESA at least} 
seven days’ notice before announ- | 
cing any price increases. Local 
market observers see in this con- 
firmation of their belief that a 
price freeze is imminent. 


SAYS CONTROLS WON'T 
END PAPER SHORTAGE 
Burra.o, Jan. 18—R. M. Fowler, 
president of the Newsprint Assn 
of Canada, told the New York 
State Publishers Assn. here that 
there is likely to be a newsprint 
shortage this year and that gov- 


Evans, advertising and sales pro- 
motion manager of Jos. T. Ryer- 
son & Son, Chicago, founder and 
first president of the NIAA. He 
reviewed the early days of NIAA 
and the work of many of the pio- 
neers in industrial advertising. 


s Maj. Gen. Charles L. Bolte, act- 
ing deputy chief of staff for plans 
and operations, United States 
Army, delivered an off-the-record 
discussion of the national defense 
program. 

The dinner, held at the Hotel 
Schenley, was attended by 650, in- 
cluding directors of the NIAA, who 
had an all-day meeting yesterday. 
Many leading industrial advertis- 
ers and publishers from other cities 
were present. 


ernment controls would not in- 
crease the supply. 

“If you do not have distribution 
and price controls in 1951,” he 
said, “you will have a rather tight 
newsprint supply, and if you do 
have controls there will be a con- 
siderably smaller supply.” 


Will Not Renew FM License 


Station WHAS, Louisville, will 
not seek renewal of its license for 
WHAS-FM, according to Victor 
Sholis, vice-president and direc- 
| tor. WHAS plans to concentrate on 
| its AM and television stations. 
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WI/W’'s Announcers Strike; 
Executives Take Over Job 
WJW, Cleveland, despite 
by its 10 announcers, 
normal operations 
using executives as announcers 
The walkout by members of the 
AFL American Federation of Radio 
Artists kept the station off thé air 
for more than three hours on Jan 
15. Picket lines were set up at the 
station's downtown studio and its 


a strike 
maintained 
this week by 


transmitter at North Royalion. The 
announcers originally asked for a 
$15 weekly pay increase, but later 
said they would settle for a set fee 
for each spot announcement and 
commercial program they handle 


Brodie & Harvie to FC&B 


Brodie & Harvie Ltd., Outremont, 
Que., manufacturer of self-raising 
flour and XXX cake mixes, has 
appointed Foote, Cone & Belding 
International Corp., Montreal, to 


direct its 1951 advertising 


Hoyt Appoints Douglas Humm 


Douglas H. Humm has been 
named radio and television time 
buyer of Charles W. Hoyt Co., 
New York 
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_ The Eye and Ear Department 


been the plunging neckline 
Emerson 

On 
WJZ-TV, 


Faye 


care, and 


ana 


have the 


gram 1s 


Actually, 
terviewer or a brain 
The commercials feature the Pepsi * 


one 


ful and well done 
the whole thing 
vehicle. You may or may 
cert 
for both 
and good cheer 


medium, 


angest 
that 
completely unrehearsed and pretty thin 
—but does provide a vehicle for decor- 
ating your 
a gal who is terrific in more ways than 
Faye does not come across as much of an in- 
but you wonder 


One thing this Department has always liked about TV has 
And one thing it has always ad- 
mired about the plunging neckline—or in it—has been Faye 


“Pepsi-Cola Presents Faye Emerson,” 
three nights a week, the ubiquitous Faye interviews 
celebrities and just plain interesting people. On this program, 
is as ravishing and well-undressed as ever 


body looking at the program critically 
can’t help but feel (a) that the male 
viewers can’t hear what's said from 


looking at Faye, and probably don’t much 


analyzing Faye from the dress-making 
beauty-aid 
same 


The str 


But somehow, 
-program and all—lacks warmth as a selling 
not 
ainly he has less sex appeal than Faye, but he imparts, 
his program and his sponsor, 
To this reviewer, 
portant ingredient to have when using television as a selling 


done on film over 


and any- 


(b) that the female viewers, 

viewpoint, 
difficulty 
thing 


it Is quite 


quite likely 


about the 
formless, 


pro- 
seems 


TV screen with the vision of 


if that matters 

bounce” and are tune- 
in this reviewer's opinion, 
like Morton Downey, and 
a feeling of friendliness 
that quality is a most im- 


Few Newsprint Distress Cases Reported by 
Senate Committee; Paper Makers Profiting 


WASHINGTON, Jan. 16—The Sen- 


ate small business committee re- 
ported today that the newsprint 
supply is tight but that there are 


relatively few cases of actual hard- 
ship 

The committee said it is pre- 
pared to hold formal hearings In 
event that “widespread dis- 
appears the small 
users of newsprint 

Reporting its 
of newsprint problems, 
mittee said recent price 
may have come in an attempt to 
anticipate a price freeze 

The committee pointed out that 
newsprint manufacturers are in 
“a very profit posi- 

m 


the 
ress” among 
investigation 
the com- 
increases 


on 


wholesome” 


of Crown 
$12,411,785 


@ It reported 
Zellerbach Corp 


profits 
were 


sion decision to determine any pos- 
sible effect on small business. The 


committee indicated its investi- 
gation is continuing. 
After reviewing the complete 


history of the color hearings, and 
the actions taken by FCC, the com- 
mittee pointed out that a procedure 
Was staked out by the commission 


for the introduction of “new and 
improved systems.” 
Denying that the use of CBS 


color would make present sets ob- 
solete, the committee said present 
sets would continue to pick up be&w 
broadcasts in accordance’ with 
present b&w standards. It said 
that these programs “are expected 
to be transmitted for at least sev- 
eral years in view of the present 
crisis 


American Airlines Offers 


for six months ending Oct. 31, com-| Sales Incentive Flights 
pared with $8,656,013 for the same | 


period a year previously. Abitibi 
Power & Paper Co. net profit for 
the first half of 1950 was $6,065,- 


138 compared with $1,544,386 over 
the same period of 1949. Consoli- 
dated Paper Corp.'s $5,933,552 was 
of 11% over the first 
half of 1949. St. Lawrence Corp 
Ltd. showed consolidated net prof- 
it of $4,999,914 for nine 
1950, against $2,511,161 in 1949 
rhe nittee said newsprint 
industry representatives said mos 
from the 


an increase 


months of 
com 


har 
following reasons 

1. Lack of ordinary 
prudence and foresight 


iship cases stemmed 
business 


2. Inadequate credit facilities 

3. Recent s in 
supply which created a 
tomer” status 

4. The due to increased 
lation and advertising result- 
ing fi om the general high level of 
business activity, to increase press 
runs 


cha source of 


“new 


nge 


cus- 


aesire, 


SENATE UNIT ENDORSES 
CBS COLOR TELEVISION 

WASHINGTON, Jan. 16—The Sen- 
ate small business committee ex- 
pressed doubt today that the adop- 
tion of the CBS color television 
system would preclude 
progress, or make present sets ob- 
solete. 

In a report on its first six 
months’ work, the committee said 
it has examined the color televi- 


further 


} packaged 


American Airlines has an- 
nounced “Million-Air Holidays,” a 
plan under which 


companies can 
give travel rather than merchan- 
dise to worxers who win preduc- 


ion or attendance-record contests 
C. R. Speers, general sales manager 
for the airline, said Carr Speirs 
Corp. of Stamford, Conn., will pro- 
vide the materials and outline for 
he incentive program within any 
company which wants to use the 

promotion. AA handles 
transportation, with American Ex- 
press Co. handling ground portion 
of the prize tours. 


Scott Paper Names Dunning 


Harrison F. Dunning, formerly 
general manager of paper mills for 
Scott Paper Co., Chester, Pa., has 
been appointed to the new posi- 
tion of general operating manager, 
where he will be in charge of all 
the company’s pulp and paper mills 
in eight states. 


‘Telegram’ Boosts Bassett 


John Bassett Jr. has been named 
general manager of the Toronto 
Telegram. He had been director of 
advertising. Mr. Bassett is a direc- 
tor of the Telegram Publishing Co., 
the Canadian Daily Newspaper 
Assn. and the Sherbrooke Record 
Co. 


Names Oliver, Wilhelm, V. P.s 


Foote, Cone & Belding has 

elected C. Burt Oliver and 
Stephen R. Wilhelm vice-pres- 
idents. They have been co- 
managers of the agency’s Houston 
office for a year. 


may. 
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National Nielsen-Ratings of Top Radio Shows 
Week of Dec. 3-9, 1950 
All figures copyright by A. C. Nielsen Co. 


| 
| 


| Current Previous Homes Current Points 
Rank Rank Programs (000) Rating Change 
| EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,907) (9.6) (+0.9) 
1 1 Lux Radio Theater (CBS, Lever Bros.) ... 8,995 22.1 +14 
2 2 Jack Benny Show (CBS, Lucky Strike) .. 8,588 211 +19 
| 3 7 Walter Winchell (ABC, Richard Hudnut) 7,448 18.3 +39 
| 4 3 Charlie McCarthy Show (CBS, Coca-Cola) 7,204 17.7 +17 
| 5 5 Godfrey's Talent Scouts (CBS, Lever Bros.) 7,041 17.3 +18 
| 6 6 My Friend Irma (CBS, Lever Bros.) .... 6.797 16.7 +17 
| 7 a Amos ‘n’ Andy (CBS, Lever Bros.) 6,756 16.6 +08 
| 8 16 Fibber McGee and Molly (NBC, Pet Milk) — 6.186 15.2 +2.6 
| 9 8 Red Skelton (CBS, P&G) ......... 6.024 13.8 $0.4 
} lo 47 F.B. I. in Peace and War (CBS, P&G) 6,024 148 +5.9 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,401) (5.9) (+ 0.9) 
1 1 i CO CD a nenkadoeee een 4,965 12.2 +0.7 
2 3 Oxydol Show (CBS, P&G) ab enextuniesie 4,477 11.0 +17 
3 5 Lowell Thomas (CBS, P&G) ........... 3,948 9.7 +14 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,401) (5.9) (+ 0.8) 
1 1 Arthur Godfrey (CBS, Ligg. & Myers) .. 4,355 10.7 +0.8 
2 3 Our Gal, Sunday (CBS, Whitehall) 3,948 9.7 +14 
3 6 Ma Perkins (CBS, P&G) .. 3.867 9.5 +18 
+ 2 Romance of Helen Trent (CBS, Whitehall) 3,785 9.3 +09 
5 a Arthur Godfrey (CBS, Nabisco) ‘ a 3.663 9.0 +11 
6 8 Wendy Warren (CBS, General Foods) 3,622 8.9 +16 
7 5 Challenge of the Yukon (MBS, Quaker Oats) 3,622 8.9 +11 
8 9 Big Sister (CBS, P&G) ..... 3,582 88 +16 
9 12 Pepper Young's Family (NBC, pac) 3,419 84 +14 
10 17 Right to Happiness (NBC, P& 3,419 8.4 +18 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,465) (3.6) (+ 0.7) 
1 1 True Detective Mysteries (MBS, Williamson) 3,785 9.3 +06 
2 2 Shadow (MBS, DL&W Coal-Grove Labs.) 3.785 9.3 +2.7 
3 3 Martin Kane, Private Eye (MBS, U.S. Tobacco) 3,256 8.0 +2.6 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,361) (5.8) (-0.1) 
1 3 Stars Over Hollywood (CBS, Armour) 3,744 9.2 —0.3 
2 1 Armstrong Theater (CBS) 3,541 8.7 —2.2 
3 + Give and Take (CBS, Ton?) 3,297 8.1 —14 
Trendex Network TV Ratings 
Jan. 2-8, 1950 
Texaco Star Theater (Ken Murray amnng gate, NBC) ... 39.3 
for Milton Berle, NBC) Show of Shows (Several sponsors, NBC) . 381 
Talent Scouts (Steve Allen subbing Philco Playhouse (NBC) 35.4 
for Arthur Godfrey; Lipton, CBS) 50.1 Circle Theater (Armstrong, NBC) 34.0 
Joe Louis Fight (Pabst, [ . 50.0 Godfrey & His Friends (Chesterfield, 
Fireside Theater (P&G. NB 43.6 Toni, Pillsbury; CBS) 33.3 
Comedy Hour—Abbott & Costsita (Col- Hit Parade (Lucky Strike, NBC) 30.7 
Names Brisacher, Wheeler Miller Quits WTHT Post 
Golden West Products Co., Los Elliott Miller has resigned from 
Angeles, has appointed Brisacher, |the commercial sales staff of 
Wheeler & Staff, Los Angeles, to} WTHT, Hartford, Conn. 
direct the advertising for the com- 
pany’s line of preserves, jellies, | ———_ aaieaiatial —  ——___+ 
marmalade and sweet pic kled 4 ° 
marm | SIGNS OF LONG LIFE 
FOR QUANTITY 


Greenthal Names Lewis V. P. 
| Roger Lewis, account executive 
‘and creative head of Monroe 
Greenthal Co., New York, has been 
named a vice-president. l 


THE ARTKRAFT® SIGN CO. 
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Denver Tourist Bureau Advertising Drive 
Brings in $1,000 for Each Dollar Invested 


Denver, Jan. 17—The Denver 
Convention & Visitors Bureau ad 
campaign last year lured 1,000,000 
“brand new tourist dollars” to the 
state, according to Clarence Hock- 
om, executive secretary-manager 
of the bureau. 

A total of $57,447 was spent in 
newspaper, radio and magazine ad- 
vertising, and literature, publicity 
and photographs. From November, 
1949, through October, 1950, 86,- 
613 mail inquiries were received 
—an increase of 130% over the 
same period a year ago. 

Inquiry cost was 33.8¢ each last 
year, as compared with a cost of 
46¢ per inquiry the previous year. 
And 53% of the people who wrote 
to the bureau for information 
actually visited the state. 


e For every dollar invested in the 
bureau, said Mr. Hockom, the city 
and state reap a $1,000 dividend. 


“Most of us don't realize it,” he 
added, “but the nearly $250,000,- 
000 tourist business represents the 
net profit portion of Denver and 
Colorado income.” 

The bureau has budgeted $32,038 
for the 1951 spring and summer 
campaign. In addition, the bureau 
plans to open a new hospitality 
center about March 1. 


Hudson Buys Telecast 


Hudson Pulp & Paper Co., New 

| York, through Duane Jones Co., 

will sponsor “Bride and Groom” 

'on CBS-TV starting Thursday, Jan 

25, at 3:15 p.m., EST. The program 
will be aired twice weekly. 


Appoints Meltzer Agency 
Richard N. Meltzer Inc., ‘San 
Francisco, has been named to han- 
dle the advertising of Bullock & 
| Jones, San Francisco men’s cloth- 
| ing store. 
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LaCerda to Make Movies 


John LaCerda Agency, Philadel- 
phia, has opened a motion picture 
production department under the 
direction of James M. Neville. 


anow h BC. 
America’s Best Gonsumer garden magazine 
America’s Biggest Circutating garden 
magazine is now a member of the 
Audit Bureau of Circulation 


BLOWER GROWER 
Circulation: Total net paid 232,919 
(first six months 1950 average) 


Prominent Users of Strathmore Letterhead Papers: No. 91 of a Secies 


The main office of the 
Philadelphia Saving Fund 

Society in its 36-etory building : 
at Twelfth and Market Streets; ' 
seven branches are at other 


AT ABP CLINICS—Among executives at the annual winter clinics meeting of the 
Associated Business Publications in New York were these groups. Left to right: At 
top, Julian Boone, promotion manager, Electrical World; Edgar Kobak, business con- 
sultant; and Thomas B. Haire, vice-president, Haire Fublishing Co. Middle 
picture: Blaine G. Wiley, executive secretory, National Industrial Advertisers 
Assn.; Col. Willard Chevalier, executive vice-president, McGraw-Hill Pub- 
lishing Co., and Elon Borton, president, Advertising Federation of America. Below: 
Arnold D. Friedman, president. Lebhor-Friedman Publications, and Arch Crawford, 
president, National Assn. of Magazine Publishers. 


Marathon Talkfest 
Over KRSC Saves 
Seattle Symphony 


SEATTLE, Jan. 17—Thanks to an 
idea, a department store window 
and a 24-hour marathon talkfest 
over Station KRSC, the Seattle 
Symphony Orchestra will finish its 
concert season. 

Like other symphony orchestras 
in medium-size cities, the Seattle 
organization has been plagued by 
financial worries. Last month, the 
problem became acute. A concert 
was “postponed” and it seemed in- 
evitable that remaining concerts 
would be canceled and the orches- 
tra disbanded, unless $30,000 could 
be raised by Jan. 1, 1951. 

A committee of business men 
managed to scrape up $16,000 un- 
der an agreement to return all 
donations if the goal were not 
reached. But then the drive bogged 
down. 


e At that point, Hal Davis and 
Norm Bobrow, two free-lance ra- 
dio announcers who recently 
formed an advertising agency, de- 
cided to do something about it. 

They persuaded Station KRSC 
to clear 24 hours for a continuous, 
money-raising broadcast. Freder- 
ick & Nelson, Seattle department 
store, agreed to donate a show 
window for an improvised radio 
studio. 

On Dec. 29, at 5 p. m., Davis 
and Bobrow began the broadcast. 

The money began to roll] in. 
Listeners could have a record ded- 
icated to them in return for a 
donation. By 8 a. m. the next 
morning, however, the goal was 
still a long way off. Davis and Bo- 
brow began a straight selling talk 
and pleaded with listeners to 
“come through.” 

By 4:15 p. m., Dec. 30, cash and 


pledges totaled $14,000, about 75% 
of which was in $1, $5 and $10 
donations. The goal had been 
reached. 

“It just shows what radio can do 
when two guys talk to people, and 
talk to them as one individual to 
another,” Hal Davis concluded. 


Bauer Agency Appoints Two 


Frederick Goldman, formerly 
with Harry Feigenbaum Advertis- 
ing Agency, Philadelphia, has been 
named copy chief of Adrian Bauer | 
Advertising Agency, Philadelphia. 
Doris Scheuer, also formerly with 
the Feigenbaum agency and with 
Strawbridge & Clothier department 
store, has joined the copy depart- 
ment, where she will be in charge 
of radio. Bauer has taken addition- 
al space at 1528 Walnut St. to ac- 
commodate an expanded copy and 
television staff. 


Bristol-Myers Names Two 


Robert B. Brown and Frederic N. | 
Schwartz have been elected direc- 
tors of Bristol-Myers Co., New 
York. Mr. Brown is president of 
the Bristol-Myers products divi- 
sion. Mr. Schwartz is president of 
Bristol Laboratories Inc., Syracuse, 
i = 


BBDO Transfers Winkless 
Nelson Winkless has been named 
| copy group head in the San Fran- 
cisco office of Batten, Barton, Dur- 
stine & Osborn. He formerly held 
the same position in the agency's 
New York office. 


| 

‘Courant’ Ups Sunday Price 
The Hartford Courant has in- 

creased the price of its Sunday 

edition from 15¢ to 20¢. The price 

of the daily will remain unchanged. 


R&R Elects Pratt V. P. 


K. S. Pratt, Dodge passenger 
car account executive in the De- 
troit office of Ruthrauff & Ryan, 
has been elected a vice-president 
of the agency. 


locations in the city. 


QUALITY. -- the foundation 


of a sound business reputation 


OF all the details, large and small, upon which a company founds its 
reputation, nothing establishes a more immediate, a more vivid impression 
than the letterhead on which it addresses its customers and prospects. 
It is because of this that leading companies specify Strathmore for their 
letterheads. 


The Philadelphia Saving Fund Society is one of these leaders. America’s 
first and oldest savings bank, it was established in Philadelphia in 1816, 
and stands today as the largest mutual savings bank in number of deposi- 
tors and the second largest in total deposits. Such organizations know that 
they must convey quality and integrity in everything they do, so naturally 
they select Strathmore papers to represent them to the public. 


Look at your firm's letterhead: Does it present a picture of your company 
that establishes a quality reputation, that by its very look and feel attracts 
attention to your message? Appraise the design—is it modern, fresh-look- 
ing? Should it be re-styled to convey the picture of your present-day out- 
look? Consult your supplier today. Have him submit samples of your 
letterhead on Strathmore. See for yourself what a quality paper can do to 
express quality for your firm. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass 

OF FINE 


STRATHMORE 3: 


Strathmore Paper Company, West Springfield, Massachusetts 


MAKERS 
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MEDIA CHIEF NOTES LEADERSHIP IN 21-THROUGH-35 AGE GROUP 


New Study Impresses Catherine V. Parker, V. P. of Lennen & Mitchell 


Everyone is talking about the penetrating new study conducted for 
the COMPANION by Stewart, Dougall and Associates, leading research 
organization. It proves that among every thousand families reading 
each of the four women’s service magazines, the COMPANION reaches 
most “young marrieds,” ages 21 through 35. 

The study is based on 6,053 family interviews in 136 scientifically 
selected cities and rural areas. It also proves that the COMPANION 
reaches most families with children...most children per family... 
most families earning $3,000 to $10,000 a year. 

This story of leadership is the subject of the presentation which 


COMPANION representative Tom Peirsel is making to one of the top 
figures in the agency business. And he is pointing out that the reason 
behind it is an editorial policy specially designed to attract this audi- 
ence —a policy which explains why the COMPANION'S circulation is 
at a new all-time record high. Why not examine the facts yourself? 


(COMPANION 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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